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SUMMARY
The purpose of this study was to determine the service quality perceptions of the
internal clients who use Radiopark Studios' facilities. This subject is regarded as
important in that Radiopark Studios now competes with outside facilities. Internal
clients can hire studio facilities and personnel from different production houses.
Radiopark Studios should, therefore, improve its clients relationship.
The aim was to find out whether there were gaps between the internal clients' service
expectations and the services delivered by Radiopark Studios.
Zeithaml, Parasuraman, and Berry (1990) Servqual analysis was used as the primary
theory base. The researcher investigated the following sections:
• Booking office,
• Production assistants,
• Radio block (studios),
• Technicians,
• Radio main control,
• Security and reception, and
• Marketing.
The main findings were that there were gaps between the service received by
Radiopark Studios internal clients and the service they would like to get. It also
showed that Radiopark Studios internal clients were receiving inconsistent service in
that some were satisfied with the service delivery whereas others were dissatisfied.
Recommendations are made in this report on how to close the service gaps identified
in the study.
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CHAPTER ONE
INTRODUCTION
1.1. BACKGROUND TO THE STUDY
As the National Public Broadcaster, the South African Broadcasting
Corporation (SABC) accepts its accountability to the full spectrum of
the South African public for providing accessible, high quality
broadcasting services. It seeks to be stable and sustainably funded
in order to comply with its accountability to the general public.
The SABC is controlled by a board of up to twenty-five members,
selected through public hearings and appointed by the President,
who are responsible for policy matters. The group executive applies
policies and determines strategies and guidelines for achieving
corporate objectives. The daily running of the SABC is the
responsibility of the heads of the SABC's four divisions: television,
radio, group (consisting of human resources and finance), and
operations. The chief executive of each division reports to the group
chief executive. The head office is situated in Auckland Park,
Johannesburg, and there are seven regional offices.
The organizational structure is as follows:
• The television division consists of SABC1, SABC2, SABC3, an
.2
educational unit, television commercial sales, television
productions and television sport.
• The radio division consists of an external radio service (Channel
Africa), sixteen internal radio services, an educational unit, radio
news, the National Symphony Orchestra and Radio Active.
• The group division consists of human resources, which includes
group personnel services, group labour relations, group training
and development, and corrective action; and the group finance
division, which includes group finance, TV licenses, legal
services and internal audit. The office of the group chief
executive also controls a number of other functions, namely
group services, communications, public affairs and marketing,
strategic planning and Africa development.
• The operations division consists of computer information
services, procurement and logistics, properties and technology,
regional services, satellite services, television facilities and
Radiopark Studios (RPS).
1.2 OVERVIEW OF RADIOPARK STUDIOS
Radiopark Studios is a business unit in the operations division. The
name Radiopark Studios is used only for the Johannesburg region
within operations. It does not have any control over the facilities
and services provided by the other regions. Radiopark Studios is
headed by a general manager who reports to the chief executive:
operations. Radiopark Studios consists of four departments: the
3media library, radio facilities, radio production and support services.
Its main function is to hire out various facilities and personnel to
internal clients. These internal clients are all the radio stations as
well as the National Symphony Orchestra operated by the SASe
from Auckland Park.
1.2.1 Description of Radiopark Studios departments
The media library handles sound archives, the audio library,
transcription services, the record library and the reference library.
Radio facilities manages nine continuity suites, eight packaging
suites, nine production suites, three drama suites, five music suites,
two mixdown suites, two variety suites and five editing suites. It
also handles asset control, main control, maintenance, radio
outside productions, the digital broadcasting system and special
projects. Twenty-three of these studios are allocated permanently
to internal clients and the tariffs are adjusted yearly. The remaining
studios are available to external and internal clients on a first-come-
first-served basis. All the studios are maintained and serviced by
Radiopark Studios, and booked through the booking office.
Radio production services includes the booking office and
production assistants. Production assistants are divided into
continuity and packaging staff for Radiosondergrense, SAfm,
Lesedi FM, and those used specially for music and drama.
Support services handles finance, marketing and management
information systems.
41.2.2 Client base
At the time this study was conducted, Radiopark Studios had the
following internal clients: 5FM, SAfm, Radio Metro, Highveld
Stereo, Radio 2000, Channel Africa, Afrikaans Stereo, Sesotho
Stereo, Radio Zulu, Radio News, Radio Active, and the National
Symphony Orchestra. These internal clients have studios allocated
to them for their exclusive use.
There was only one external client who used the variety suites on a
permanent basis. The other external clients book studios hourly or
monthly. Internal clients represent 90% of the total Radiopark
Studios income and the external clients account for 10% (Radiopark
Studios Marketing Plan, 1994/1995:9).
The Independent Broadcasting Authority (ISA) made a number of
recommendations to the SASC with regard to its radio portfolio.
Only two IBA recommendations had direct impact on Radiopark
Studios. The IBA recommended that all the SABC radio stations
whose names have racial connotations must be renamed.
The following stations changed their names in September 1996 to
comply with the IBA directive: Afrikaans Stereo is now called
Radiosondergrense (RSG), Sesotho Stereo is now Lesedi FM, and
Radio Zulu is Ukhozi FM. The new names are used in the rest of
this report.
5The IBA further suggested that some of the SABC radio stations
should be sold in order to open up the airwaves to the South African
business community.
The possibility existed that Radiopark Studios could find themselves
with empty radio studios in their Auckland Park premises. When
the researcher was compiling this report, the SABC was in the
process of selling some of its radio stations in order to comply with
the recommendations from the Independent Broadcasting Authority.
Highveld Stereo was sold by the SABC in October 1996. This
station was based in Auckland Park and it was an important client
of Radiopark Studios, because it used the dedicated studios 24
hours per day. Its new management have decided not to use the
Radiopark Studios facilities. They moved out of their Radiopark
Studios premises in November 1996. Radiopark Studios has,
therefore, experienced a substantial loss of income from this client
(see figure 1.1 overleaf).
Lesedi FM moved to Bloemfontein in December 1996. This station
was also situated in Auckland Park in Johannesburg. This move
meant that Radiopark Studios would find itself with another unused
facility and a further loss of regular income (see figure 1.1 overleaf).
The future of the National Symphony Orchestra is not known due to
financial constraints experienced by the SABC.
Figure 1.1 Income received by Radiopark Studios from
studio rental.
6
Commercial radio June 1996 June 1997
R R
5FM 119774 144700
Metro 115485 144000
Highveld 115485 -
Radio 2000 13440 3105
Public service June 1996 June 1997
radio R R
Lesedi FM
(Sesotho stereo) 137788 27480
Radiosondergrense
(Afrikaans stereo) 114068 84900
SAfm 101 030 149252
Ukhozi FM
(Radio Zulu) 35244 25300
Channel Africa 18160 41 600
Total 770474 6203.31
Source: Schedule All 1997:2
7Rental income is not isolated for Radio News since the news is
broadcast from studios used by the various radio stations. The
Radio News staff all work for the same department and they were,
therefore, sampled separately as a unit and not as part of any radio
station. Other minor policy changes resulted in fluctuations in
studio rental income.
1.2.3 Policy changes
In 1991, the management of Radiopark Studios decided to make
some of these facilities available to external clients to generate
additional income. This decision resulted in the establishment of
the marketing section to take care of external clients. When this
was begun the aim was to market excess capacity to external
clients. However, as soon as the marketing section was formed,
the support services began to promote the studios aggressively to
external clients, which had the following effects:
Firstly, although the internal clients still represented 90% of the total
Radiopark Studios income and the external clients accounted for
10% (Radiopark Studios Marketing Plan, 1995:9), the internal
clients felt that their needs were being ignored and that the external
clients were being given first preference.
Secondly, the internal clients also had the option of either using
Radiopark Studios' facilities or those of external production houses.
This meant that the internal clients were no longer a captive market
and could, therefore, elect not to use the Radiopark Studios
8facilities. For example, the SASC education department receives
money from the National Department of Education in order
broadcast educational programmes.
They require that sixty percent of these programmes should be
produced by the SASC while forty percent must be given to external
producers who are free to use production houses of their choice.
These external producers have an option to either use Radiopark
Studios or external production studios.
Thirdly, the staff of Radiopark Studios found themselves having to
work with external clients, something they were not used to. This
required a completely different mind-set. Radiopark Studios had to
become competitive.
1.2.4 Orientation of Radiopark Studios
Like most of the divisions in the SASC, the strategy of Radiopark
Studios was technology-driven. The training emphasis was on
greater competence in handling equipment.
However, the external as well as internal clients now demand both
competence in controlling equipment and good quality service. This
implies that Radiopark Studios needed to review their systems and
policies, and send staff to attend various other training sessions in
order to enhance its service competitiveness in the market-place.
9Radiopark Studios is faced with two challenges: firstly, the threat of
new competitors and secondly, losing its own existing internal
clients. This calls for a change of attitude and corporate culture,
and an innovative business strategy.
Radiopark Studios needs to reposition itself if it is to face these
challenges successfully in the market-place. It has to work around
its huge infrastructure, which makes its overhead costs high,
resulting in a less attractive pricing structure. The management and
the workforce of Radiopark Studios will have to adopt a marketing
orientation in order to deal with these challenges.
1.3 PROBLEM STATEMENT
The purpose of this study was to identify critical service areas and
to determine the gaps that exist between the internal clients'
expectations and the service delivery on these critical service areas
in order to enable Radiopark Studios to meet or exceed the
market's expectations so that it can retain its current and former
internal clients. The following sub-problems are identified:
1.3.1 Sub-problem one
The booking office staff, as the first contact with the Radiopark
Studios clients, are a critical service aspect and should meet the
clients' expectations.
10
Hypothesis
• The booking office's service meets clients' expectations.
1.3.2 Sub-problem two
Production assistants operate and control studio equipment when
clients are broadcasting or recording their programmes. They work
with clients throughout the whole recording process. The clients,
therefore, rely on them to effectively manage all the equipment in a
studio.
Hypothesis
• The service rendered by production assistants meets clients'
expectations.
1.3.3 Sub-problem three
The SASe radio stations in Auckland Park often invites dignitaries
to their studios for various interviews. It is, therefore, crucial that
the ambiance in radio block is welcoming. The studio equipment
and the physical studio environment should facilitate a functional
and pleasant recording experience.
Hypothesis
• Radiopark Studios' ambiance in radio block and the studios
themselves meet clients' expectations.
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1.3.4 Sub-problem four
Technicians install and maintain equipment in Radiopark Studios. It
is very important that they are effective and efficient in their work as
internal clients cannot afford to be off-air because of a technical
breakdown.
Hypothesis
• The service rendered by the technicians of Radiopark Studios
meets clients' expectations.
1.3.5 Sub-problem five
Radio main control is the heart of all radio stations broadcasting in
Auckland Park. They establish outside connections to the studios
and control broadcasting. They also handle complaints from clients
using studios.
Hypothesis
• Radio main control staff meet clients' expectations.
1.3.6 Sub-problem six
Although the marketing section's activities is primarily aimed at
external clients, they in fact also provide an important link between
Radiopark Studios management and the internal clients.
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Hypothesis
• The marketing section of Radiopark Studios meet internal clients'
expectations.
1.3.7 Sub-problem seven
On arrival, the security and reception staff who are employed by the
SABe, are the first point of contact with all the clients who use
Radiopark Studios. Security staff ensure that all guests entering
the Radiopark building complies with safety measures of the
Corporation. Receptionists contact the relevant hosts to sign in
their guests and take them to the Radiopark Studios facilities.
Hypothesis
• The system of receiving clients at Radiopark Studios meet
internal client's needs.
1.4 THE DELIMITATIONS
The research was conducted among the internal clients of
Radiopark Studios in Auckland Park in Johannesburg.
Furthermore, the study did not investigate the perceptions of the
guests of the internal clients or the external clients. Hence, the
results and conclusions arrived at will be valid only for the internal
clients themselves and for the services provided by Radiopark
Studios in Johannesburg and they will not necessarily be valid for
all the regions.
I3
1.5 DEFINITIONS OF TERMS
Internal clients
Internal clients are all the radio stations and the National Symphony
Orchestra operated by the SABC in Auckland Park.
External clients
External clients are all the clients using the Radiopark Studios
facilities. These clients do not belong to the SABC, and the
relationship between them and Radiopark Studios is governed by a
contractual agreement.
Pool facilities
These are all the production and music studios not allocated to
internal clients permanently. These facilities are available to both
the external and internal clients, and the bookings are made on a
first-come-first-served basis.
Radio main control
Radio main control is the section through which all the programmes
and contributions from the regions are routed. It manages the line
network worldwide, connects lines from TELKOM and Sentech, and
it receives and sends line feeds from different parts of the world. It
also broadcasts out the radio signals.
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Production assistants
Employees who control and manage studio desks when recordings
are in progress.
1.6 ASSUMPTIONS
Internal clients could build their own studios and move out of
Radiopark Studios. Internal clients could use outside production
houses instead of the Radiopark Studios facilities. They could also
recruit and train their own production assistants, and as a result
some of the employees in Radiopark Studios would become
redundant.
Radiopark Studios is faced with privatization. Since the SASe is
selling off some of its commercial stations, it means that Radiopark
Studios would compete with other production houses in terms of
providing studio facilities. Once these radio stations are sold it
would make good business sense for Radiopark Studios to offer
attractive studios in terms of costs and an excellent service in order
to retain these former internal clients.
1.7 IMPORTANCE OF THIS RESEARCH
It is a general belief that bad experience of service delivery tends to
last longer than good experience, because unhappy clients usually
tell many other clients about sloppy service. This study intended to
highlight the areas that need attention to the management of
Radiopark Studios.
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Chapter 3, Research Design, will contain a description of the
population researched, sample selection and size. The limitations
of the methodology and the research will be discussed. Lastly, the
development of a questionnaire and the data collection method will
be explained.
Chapter 4, Results and analysis of the Research, will present the
results and analysis of the research that has been conducted.
In chapter 5, Conclusions and Recommendations, results will be
summarized and conclusions drawn. Recommendations will be
made for future research.
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CHAPTER TWO
LITERATURE REVIEW
2.1 INTRODUCTION
As the National Broadcaster, the SABC is faced with the opening of
the airwaves, and Radiopark Studios in particular has to compete
with home studios and world class production houses.
Broadcasters that will succeed in the 21 st century will be those that
recognize that clients should be treated as individuals with specific
personal needs and wants. Clients are demanding more products
and better services, and competition is becoming very stiff in the
changing environment. It is, therefore, crucial for Radiopark Studios
to get closer to its internal clients. A natural starting point would be
to define and identify precisely what clients needs are and provide
services accordingly. The researcher is of the opinion that
successful companies should plan and design their future with its
clients, and if this is managed properly, it will lead to good quality
service. Clients are the final judges.
2.2 DEFINITION OF GOOD QUALITY
The common element in the literature, and which all experts in
quality service agree on, is that customer care is important. A
number of authors give different definitions of good quality service
in an effort to cast light on this important topic. Tack (1992:114)
state that "because industry, generally, defines what is required in
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terms of a specification, the definition of quality is often manipulated
into good quality is meeting the specification". "Another way of
laying this particular bogey is to modify the definition slightly to read:
good quality is exact fitness for intended purpose" (Tack 1992:115).
Philip Crosby defined quality as "doing things right the first time".
To him "quality means conformance, not elegance" (Crosby, 1979
as quoted by Lash, 1989:7).
Some of the authors associate quality with the two words:
assurance and control. Dale (1994:8) defines these two words as
follows: quality assurance "is all those planned and systematic
actions necessary to provide adequate confidence that a product or
service will satisfy given requirements for quality". It is, therefore, a
prevention-based system (Dale 1994:8). Quality control "is the
operational techniques and activities that are used to fulfill
requirements for quality" (Dale 1994:5). Dale (1994:6) goes on to
say that the organizations whose approach to the management of
product and service quality is based on quality control, are
operating in a detection mode, that is finding and fixing mistakes.
2.3 SERVICE VERSUS SERVICES
At this point it would be useful to define a few terms. Wexler,
Adams & Bohn (1993:19) define services as, "the things you do for
your customers" and service as "how well you do them". If one
were to apply these authors' definitions to Radiopark Studios,
services would refer to providing a coffee machine in their music
studios, parking, a studio facility, security cards and technical
support. Wexler; et al (1993:19) are of the opinion that services are
the features of a company, that is what it offers to do for the
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clients. On the other hand, service requires a value judgment, for
example, how well Radiopark Studios does what it does.
2.4 DEFINITION OF SERVICE QUALITY
Woodward (1992:10) defines service quality as "the provision of
products or service that equates to, or exceeds, consumers'
expectations of service quality received, as defined by the
consumers" .
According to Dale (1994:237), "service quality is variously defined
but essentially is to do with meeting customer needs and
requirements and how well the service level delivered matches
customers' expectations". Dale goes on to introduce the concept of
service encounters. Dale (1994:237) says "a service encounter is
any direct interaction between a service provider and customers".
Dale claims further that "service encounters have a high impact on
consumers, and the quality of the encounter is an essential element
in the overall impression and evaluation of the quality of service
experienced by the customer" (Dale 1994:237).
Other authors define service quality from a customer's perspective.
According to ZeithamJ, Parasuraman and Berry (1990:19), "service
quality, as perceived by customers, can be defined as the extent of
discrepancy between customers' expectations or desires and their
perception". These authors point out that factors such as word-of-
mouth communication, personal needs, past experience and
.external communication have a significant impact on the final
analysis of good quality service.For the purpose of this study, the
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author proposes to define service quality as follows:The offering of
products or services that match or exceed clients' expectations of
service quality rendered, as perceived by the client.
2.5 IMPORTANCE OF UNDERSTANDING CLIENTS' NEEDS
At Radiopark Studios no formal research has been done into
establishing how internal clients perceive the service rendered to
them. The researcher is of the opinion that any organization that
would like to win clients against tough competition should include
clients' wants in its short and long-term strategy. Thus, the
company policy will reflect the needs of the market-place and that of
its management and staff. This can, however, happen only when
the company recognizes the interdependence between itself and
the clients, and the relationship results in a win-win situation.
According to Zeithaml, et al (1990:51), "knowing what customers
expect is the first and possibly most critical step in delivering quality
service".
According to Van Wyk (1997:10) "knowing customers, and enabling
them to know the company and the company's offerings, is an
important ingredient for successful relationship". Cannie & Caplin
(1992:93) say "Superior performance - however you measure it - is
a matter of meeting your customers' requirements. And you can't
meet these requirements if you don't know what they are". Sewel &
Brown (1992:3) state that "if you give customers a chance to talk,
and if you are willing to listen, they'll tell you exactly what's
important to them".
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"By establishing a formal mechansim for collecting, organising and
analysing information continuously, businesses are able to quickly
examine how well they are meeting their customer's expectations,
and how profitably they are able to do this" (Van Wyk 1997:11).
The researcher maintains that some organizations spend millions of
rands trying to win back clients who used to buy from them, instead
of offering good client care during the first interaction. Radiopark
Studios has first hand experience of this. In the period between
1991 and 1992, it lost SABe TV as its major client. When one
speaks to some TV producers they complain about poor service
and studios costs. Buhler (1995:24) says "it is much easier for
organizations to say they are pursuing quality products and quality
services. But when they are required to show proof of these quality
efforts, they begin to fumble".
Zemke & Schaaf (1990:29,37,47,59&70) talk about five operating
principles of distinctive service.
Operating Principle #1
Listen, understand and respond to customers.
Operating Principle #2
Define superior service and establish a service strategy.
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Operating Principle #3
Set standards and measure performance.
Operating Principle #4
Select, train and empower employees to work for the customers.
Operating Principle #5
Recognize and reward accomplishment.
"Research done by Bain and Co in the USA has shown that it costs
about five times more to win new customers than to keep existing
ones. In a recent article in the Harvard Business Review, Reichheld
of Bain and Co has gone further to suggest that an organisation
that cuts down its annual customer defection rate from, say 15% to
10%, can come close to doubling its profits" (Hofmeyer, 1996:32).
2.5.1 Clients' needs from a client's perspective
In his book "I Was Your Customer", Cheales (1994:1) examines
different service industries and suggests that if companies give their
clients excellent service, the company will find it relatively easier to
keep them for life and continue doing business with them.
The implications addressed by Cheales (1994:4) are that some
customers do not complain when they are given bad service.
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However, they do not buy from those companies again. The
message that should be clear to business people is that each
customer must be treated as a king or a queen.
Cheales (1994:71) assumes the customer's role and says that "to
save time and money by getting the job done right first time, listen
to me, your customer. Really listen. You can cultivate the art of
active listening by getting out from behind your desk to where I am".
According to Van Wyk 1996:23 "the company should provide
someone who has the customer's needs at heart and who is willing
and able to respond immediately to these needs".
2.5.2 Clients' needs from management's perspective
According to Cannie & Caplin (1992:18 & 93), "if customers do say
what they want - and it disagrees with management's view of things
- their responses are generally ignored: 'what do customers know?"
They claim further: "customers often see things differently from
what managers expect".
Management should define their clients as people who keep them
in their position of power within the organization. Excellent client
service can prevail only if managers are committed to it and can
lead by example. In this perception of clients managers must also
include their employees as customers. The companies must first
sell their product or service to their employees, who will in turn sell
the product or service to clients.
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"It is increasingly recognised that while service work primarily
involves person-to-person contact, it takes more than good people
to deliver good service. High quality service depends on good
people as well as well-designed products, processes, work
environment and technology" (Anderson 1996, as quoted by Van
Wyk & Isted, 1997:28).
Cannie & Caplin (1992:148) points out that "customer relations
mirror employee relations". Thus, the way a company treats its
employees is the way the employees will treat its customers.
Wexler, et al (1993:53) are of the opinion that when employees are
given reason to take pride in their work and are made to be
customer-focused, they tend to provide an excellent service.
2.5.3 Clients' needs from the staff perspective
"The function of every business is the acquisition and maintenance
of customers". "Therefore, the function of every employee in every
business is the acquisition and maintenance of customers" (Wexler,
et al 1993:51-52). All the staff in any company should regard
clients as the purpose of their respective work or activity.
In the case of Radiopark Studios when the production assistant, for
example, is operating the desk in the studio, that activity should be
carried out with the sole aim of satisfying the client. The view of the
researcher is that the proper understanding of clients' needs will
enhance the service level delivered by the staff in that they will be
dealing with a happy client, and as such their level of tension will be
at that of optimal productivity. As a result, both parties will win:
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the employee will be proud of his work and the client will be
satisfied with the service delivery.
2.6 FACTORS IN DELIVERING QUALITY SERVICE
Different authors identified various factors that every business
should try to implement in its daily operations in order to enhance
its service delivery. Retaining customers is done through superior
service and through exceeding customers' expectations
(Cuthbertson 1997:39).
2.6.1 The basic principles of superior service
According to Manning (1991 :169), "business is a subject that gets
complicated very easily; yet there are some basic basics in staying
in business and making a profit". He identified four basic principles
to stay in business (Manning 1991:169, 172, 173 & 174).
Principle no. 1
"Everything you do must drive value up, costs down. Even if you still
do aim to compete on the basis of either low cost or differentiation,
every person in your organization must focus on two goals: drive
value to the customer up and drive your own costs down".
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Principle no. 2
"Customer care is everybody's business". "It must be a company
wide obsession". "Everyone must get involved". "It's not something
that only the sales team needs to know about".
Principle no. 3
"Top management must make it happen". "People at lower levels
might draw attention to the need for better service, and might even
get the ball rolling in their own area, but sooner or later the CEO
must get involved".
Principle no. 4
"Superior customer service takes a total onslaught". "From time to
time a helpful salesperson restores your faith in business". "He or
she goes the extra mile to give you exactly what you want, and to
make you feel good". "But no firm can be successful over the long
run if it relies on exceptional individual performers".
2.6.2 The four zones of service quality
Wexler, et al. (1993:83,93,99&111) identified four zones of service
quality namely:
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Rigid zone
"A company in the rigid zone sees service as something the
customer isn't necessarily entitled to, but something the company
will provide if it must". "Customers' expectations are irrelevant and
never enter into the company's decision-making process".
Safe zone
"Safe zone service is one step above the rigid zone in that the
company acknowledges its customers deserve some level of
service". "That level, however, is the mediocre, run-of-the-mill
service that merely meets customers' expectations, but never
exceeds them".
The progressive zone
This is the level of service to which Radiopark Studios should
aspire. "Progressive zone service reflects an enlightened corporate
vision and an understanding of how to provide exemplary customer
service".
The indulgent zone
"Indulgent customer service caters solely for the customer's needs
without regard for the company's financial well-being".
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It is the opinion of the researcher that Radiopark Studios is currently
operating between the safe zone and the progressive zone. The
safe zone is still prevalent at Radiopark Studios owing to the SASe
system which is not client-friendly. The Radiopark Studios service
providers are well trained in technical skills, but they have not been
exposed to customer care training. Therefore, their excellent
technical know-how is not being expressed appropriately to some
internal clients. Some employees of Radiopark Studios are still
struggling to adopt the concept of client orientation.
As a car-rental agent confessed: "The computer training was real
good. I know how to do all this technical stuff, but nobody prepared
me for dealing with these different types of people" (Zeithaml, et al
1990:8).
The progressive zone. is evidenced by the fact that management is
talking about good client care, so some employees are giving an
excellent service to their clients. In a nutshell, the service provided
by Radiopark Studios employees is not consistent, it ranges from
average to excellent. The management and employees of
Radiopark Studios need to define the service standard and come
up with an innovative system to empower competent employees to
provide clients with a good service. The view of the researcher is
that training in handling client inquiries and dealing with difficult
clients would move our service providers into the progressive zone.
At some stage English Lake Hotel went through similar changes to
those experienced by Radiopark Studios. During that period Simon
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Berry said, "we are trying to break down 100 years of us and them,
of upstairs/downstairs, in the British hospitality industry" (Berry, as
quoted by Midgley, 1996:38). Berry was referring to his far-
reaching initiative to try to change the attitude and culture of the
workforce. His company changed a fairly mediocre three-star
coaching hotel into a 340 delegate conference centre. Staff at this
hotel were not retrained to cope with this transition. In order to
solve this problem Berry took his management team to Disney Land
in Orlando, Florida for Disney treatment. On returning from this trip,
management developed their own expectations policy and
mechanisms for communicating a quality service philosophy to their
staff.
2.6.3 Four Proven Customer Service Strategies
Linton (1994:11,47,78,115) identified the following four strategies to
improve customer service:
• "It is vital that customer focus programmes are driven from the
top because, without top-level commitment, it is difficult for a
manager to take the fundamental decisions that may be needed
to transform the culture of an organization".
• "By analyzing your customers' performance in the market-place,
you can identify their strengths and weaknesses and put forward
proposals that will enable them to improve their competitive
performance".
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• "In the business-to-business sector, the way a company delivers
support material can help to improve relationships with
customers and distributors."
• 'Technology alone cannot improve the quality of service,
technology plus the right equipment is a powerful combination".
2.6.4 The six satisfaction elements in customer care.
Wellington (1995:78) identified six satisfaction elements namely
"the product element, the sales element, the after-sales element,
the location element, the time element and the culture element".
She goes further by saying that "the foundation of excellent
customer care is not only built from the six satisfaction elements but
also from internal processes that are people-centred, sound market
research and an adequate and sustainable budget".
2.6.5 Teaching customers to get the best service
"Providing good service doesn't have to be a one-way street. You
can teach customers how to get better service. Let the customers
help you provide good service, and explain to customers how you
do things". (Sewel & Brown, 1992:61-63) This situation is relevant
to Radiopark Studios with regard to production assistants and
technicians where some of the internal clients need gUidance about
their respective functions.
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2.7 THE SERVQUAL MODEL
The measurement of service quality is complex because of the
diversity of the consumers who may use a particular service. What
one consumer perceives as good service another considers
mediocre or poor. Thus, management and service providers must
listen to every single client, and if resources are available attention
should be paid to these needs.
Zeithaml, Parasuraman and Berry (1990:x) embarked on a research
journey on the subject of service quality. Their research project was
prompted by three central questions:
• What is service quality?
• What causes service-quality problems?
• What can organisation do to solve these problems and improve
their service?
Their research work was divided into four phases. In phase one
they conducted an extensive qualitative study of service customers
and service-company executives. From this phase they developed
a model of service quality. In phase two they carried out large-scale
empirical study focusing on the customer side of their service-
quality model. From there the authors developed a methodology for
measuring service quality that they call SERVQUAL. It in this
phase where the three authors identified five distinct dimensions
customers use to judge service quality. They are:
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Tangibles
Appearance of physical facilities, equipment, personnel and
communication materials
Reliability
Ability to perform the promised service dependably and accurately
Responsiveness
Willingness to help customers and provide prompt service
Assurance
Knowledge and courtesy of employees and their ability to convey
trust and confidence
Empathy
Caring, individualized attention, the firm provides its customers
The authors found that "as was true of the customer focus-group
interviews, remarkably consistent patterns emerged from the four
sets of executive interviews. Most of these responses revealed
common themes that cut across company and industry boundaries.
These themes, which offer critical clues for achieving effective
service-quality control, can be cast in the form of four key
discrepancies or gaps pertaining to executive perceptions of service
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quality and the tasks associated with service delivery to customers".
(Zeithaml et. al 1990:36). "The extended gaps model (see fig.2.1
overleaf) was developed as a framework for understanding and
researching service quality in organisations". (Zeithaml et al
1990:130
In order to facilitate discussion of the various gaps, these authors
denoted the service-quality shortfall within the service provider's
organisation as Gaps 1 through 4 and the shortfall perceived by
customers as Gap 5. (Zeithaml et al. 1990:36). More specifically
the gaps deal with these shortfalls:
Gap 1 deals with customers' expectations - management-
perceptions gap. Gap 2 handles management's perceptions -
service-quality specifications gap. Gap 3 focuses on service-quality
specifications - service-delivery gap. Gap 4 addresses service
delivery - external communications gap. Gap 5 deals with expected
service - perceived service.
The research project at Radiopark Studios looked at Gap 5 in the
SERVQUAL MODEL only. The authors designed a research
instrument to measure the service quality gap. This instrument was
adapted to suite the needs of Radiopark Studios.
The top management of Radiopark Studios is aware of the fact that
shortcomings exist in their service delivery and that this situation
needs to be corrected to keep internal clients who now have a
choice of studio providers.
Figure 2.1: The extended gaps model of service quality (Zeithaml et al.
1990:131)
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In order to enhance the provision of excellent service to internal
clients of Radiopark Studios, there are some ingredients that should
be in place. The first ingredient is inspired leadership, the second is
developing a team of passionate, professional people, the third is
client-friendly system and finally, value should be added to service
delivery. The sections of Radiopark Studios that interact with the
internal clients daily were investigated. They are booking office,
production assistants, technicians, radio main control, actual
studios, security and reception, marketing and general assessment.
This study determined the needs of internal clients of these
sections.
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CHAPTER THREE
RESEARCH DESIGN
3.1 INTRODUCTION
Since a client study had not been done at Radiopark Studios
before, it was necessary to collect primary data. Sekaran (1992:33)
states that, "certain other types of information, such as the
perceptions and attitudes of employees, are best obtained by
talking to individuals, by observing events, people, objects or by
administering questionnaires to individuals. Such data gathered for
research from the actual situation where events occur are primary
data".
3.2 THE DATA
This research project was about measuring the gap between
service delivered by Radiopark Studios and service received by its
internal clients. Primary data was needed in order to obtain fresh
information from the clients. This data was collected by way of a
self-completion questionnaire that was sent to individual internal
clients.
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3.3 ACCEPTANCE OF THE DATA
In order to get the actual perceptions of the internal clients, all the
returned responses were screened. Since the researcher is
working for the SASe in a different department to the one under
investigation, it was not difficult to eliminate responses with
irrelevant information. Leedy (1997:102) states that "not all data
that come to the researcher's attention are acceptable for the
researcher's use and that data can be defective". A letter was sent
to the internal clients discouraging them from discussing the
questionnaire with their colleagues to facilitate recording their
opinions rather than consensus opinions. The data also had to
pass the test in terms of understanding of the questionnaires and
completeness. Of all the questionnaires which were returned by the
internal clients, none was thrown out because of defective data.
3.4 RESEARCH APPROACH
In order to ensure representativeness and validity in this research,
the researcher broke the collection process into two phases,
namely the exploratory and measurement stages.
3.4.1 Exploratory survey
All the managers of the radio stations in Auckland Park were
telephoned to inform them about the informal survey the researcher
wanted to conduct. The station managers were asked to provide
him with the names of colleagues who could be interviewed. Most
of the station managers suggested their programme managers as
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being the best candidate for this informal survey. Only Channel
Africa pointed the researcher to the senior supervisor of the
production assistants.
One person per radio station was selected for the purpose of
obtaining background information. The aim of the initial interview
was also to tell these clients that the Technikon Witwatersrand
(TWR) would be sending a formal questionnaire on behalf of
Radiopark Studios, and that they should please co-operate. The
researcher was, therefore, trying to establish rapport with the
clients. At this stage the researcher asked open-ended questions.
The aim was to identify important areas of concern to the internal
clients and also to get them to speak freely. In order to maintain
the credibility of the whole study, the discussion between each of
these clients and the researcher did not prompt respondents on
points, but allowed them to raise specific issues of concern to them.
The information gathered in the exploratory study was subsequently
used to construct the questionnaire used in the quantitative study.
3.4.2 Definition of the universe
The universe of the study was defined as all the users of the
Radiopark Studios facilities and decision-makers at SASC owned
radio stations and the national symphony orchestra. They included
station managers, programme managers, producers, announcers
and their own production assistants. The total population was two
hundred and forty six full-time and part-time employees.
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3.4.3 Sample selection and size
To avoid friction among the internal clients, no sample was drawn
and questionnaires were sent to the entire population. This study
was carried out when the entire SASC was going through a
transformation period. As a result, any document sent to the
internal clients was viewed with suspicion. Apart from the fact that
the total population was of a manageable size, including them all in
the survey demonstrated that they were all important to Radiopark
Studios.
3.4.4 The sampling frame
SAse staff records are kept by the human resources department in
the form of a document referred to in the SASC as a "mamba
document". The mamba document was used to compile a list of
names of the internal clients was obtained. This document was not
current with regard to the names of the employees who had just
joined a station or resigned from the corporation. Documents were
collected from each radio station manager containing all the names
of employees in a particular station to compile an updated sampling
frame.
One week before sending the advance notification letters to clients,
the researcher again confirmed the accuracy of these documents
with the respective stations. This ensured that the universe from
which this sample was drawn reflected the actual situation at the
time of the survey.
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3.4.5 Development of the questionnaire
The purpose of this study was to determine whether there was a
gap between the service delivered by Radiopark Studios and the
actual service received by the internal clients. Since we were
dealing with a "captive marker', most of the internal clients had no
recent experience with regard to the service rendered by
competitors which could be used as a benchmark. An ideal
situation was therefore used instead.
The researcher split the questionnaire into ideal and actual
situations. The clients were first asked to imagine an "ideal radio
station" and rate it in terms of service expectations. In the second
part the "actual situation" was measured and the internal clients
were requested to rate the service provided by Radiopark Studios.
When comparing the ideal radio station to the actual service
rendered by Radiopark Studios, one can discover whether the
internal clients' expectations are or are not met.
The third part of the questionnaire contained demographic
questions with the purpose of facilitating classification and analysis.
The final question offered the internal clients an opportunity to give
general comments about Radiopark Studios. This section allowed
the researcher to capture any constructs not covered by the
questions thus ensuring complete coverage of the problem.
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3.4.6 Pilot test
Prior to sending the questionnaire to clients, it was pilot tested on
five of Radiopark Studios' internal clients, selected to represent a
range of different types of respondents. The researcher hand
delivered questionnaires to these clients. They were requested to
complete the questionnaire and submit their comments. Special
attention was given to the time spent on the questionnaire. the
clarity of the questions, the question content, shared vocabulary,
and the layout used. The sample was deliberately kept small so
that the influence of their prior exposure on the main survey would
be kept to a minimum.
All five of these internal clients completed the questionnaire and
made observations. The final questionnaire was fine-tuned taking
the observations submitted by the five pilot group respondents into
account.
3.5 DATA COLLECTION METHOD
This study was a formal, quantitative and descriptive survey done
among the internal clients of Radiopark Studios. The selected
method of data collection was a self completion questionnaire. This
method was chosen for the following reasons:
• Time constraints experienced by the internal clients
• Irregular hours worked by these clients
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• When clients use the Radiopark Studios' facilities they cannot be
disturbed during broadcasting because they are on air.
• Most of these clients do not have offices but use the studios as
their workstations.
• Internal clients do not have literacy problems.
3.6 SURVEY DATE
Various letters were sent to different stakeholders at Radiopark
Studios to reassure them that there was no hidden agenda in the
gathering of this information. The questionnaire was sent to the
internal clients in two waves.
3.6.1 Letter to management of Radiopark Studios
This letter (See appendix A) informed the management of
Radiopark Studios about the client survey which was to be carried
out by the TWR. Management were requested to convey this
information to their staff.
The purpose of this letter was to reassure all the employees of
Radiopark Studios that the study only intended to find out what our
clients' needs are and to guide us towards providing an even better
service. In order to obtain the co-operation of management and
staff, this letter was signed by the General Manager of Radiopark
Studios. The letter was sent on 06 May 1996, that is one week
before the advance letters went to the internal clients.
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3.6.2 Letter to internal clients
This letter enlisted the participation of the internal clients (See
appendix B). It informed the clients that the study intended to find
out what their needs were. Radiopark Studios wanted this
information in order to improve, the service deliveries if necessary.
The aim was to introduce the questionnaire that was to be sent by
the TWR officially to all internal clients. The letter was also signed
by the General Manager of Radiopark Studios to give the study
more credibility. The letter was distributed to internal clients on 13
May 1996, one week before they received their questionnaire.
3.6.3 First wave covering letter and questionnaire to internal clients
A covering Jetter asked the internal clients to participate in the
survey by completing the enclosed questionnaire (See appendix C).
It reassured the clients that their returned questionnaires will be
treated with confidentiality and answers would be anonymous. The
letter provided instructions on how to complete and return the
questionnaire.
In order to elevate the status of the survey, this letter was signed by
the Dean of the Faculty of Business Management, TWR. This letter
was delivered to the internal clients on 21 May 1996, together with
the questionnaire (See appendix D) and the return envelope
addressed to the researcher at the SABC.
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3.6.4 Second letter to managers of radio stations
On 3 June 1996, two weeks after the internal clients had received
the first wave of questionnaires, another letter was sent by the
general manager to the station managers (See appendix E). This
letter highlighted the importance of the study, and the need to take
the opinion of every single client into account. It asked the station
managers to encourage their staff to complete the questionnaire.
The station managers were told that the TWR would send another
questionnaire to the internal clients.
3.6.5 Second wave letter and questionnaire to internal clients
The second letter, signed by the Dean of the Faculty of Business
Management, TWR (See appendix F) thanked the clients who had
completed the questionnaire and it appealed to those who had not
yet filled in theirs to do so immediately. The clients were again
reassured that their responses would be treated confidentially and
anonymously and they need not fear any repercussions.
3.7 DISTRIBUTION AND COLLECTION OF QUESTIONNAIRES
3.7.1 First wave
On 21 May 1996, an envelope was hand delivered to all the internal
clients. This contained the questionnaire, a covering letter, and the
return envelope. The questionnaire was introduced by way of an
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explanation of the procedure for answering the questions (See
appendix D).
The researcher delivered these envelopes to the clients. In the
case of the clients' not being available, the secretaries of the
respective station managers were asked to hand the envelope to
their colleagues.
The survey box was placed in the Radiopark foyer at the reception
desk. The receptionists manning the foyer of Radiopark were
informed about this box so that they could facilitate the depositing
of the responses where necessary. The box was sealed and
covered with corporate wrapping paper from the TWR. Posters
(See appendix G & H) reminding clients to complete the
questionnaire were displayed in prominent places in the Radiopark
reception area. The reason for putting up these posters was to
appeal to the internal clients' emotions so that they would submit
their questionnaires. Various posters were produced to encourage
interest in the survey.
The survey box was collected every morning from the foyer and
replaced with an empty one. This was done in order to keep track
of the responses on a daily basis.
3.7.2 Second wave
The second wave of questionnaires were sent two weeks after the
first one. The procedure described above was adopted, that is an
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envelope containing a questionnaire, a covering letter, and a return
envelope.
To ensure that there would be no duplications, the covering letter
asked the internal clients who had completed the first questionnaire
to ignore this one. Since the researcher kept tabs on the incoming
responses, any duplications would immediately be conspicuous.
Some of the clients told the researcher beforehand that they had
already returned their questionnaires. There was, therefore,
constant interaction between the clients and the researcher to
eliminate duplications.
Duplications were also checked by looking at demographic details,
for unlikely identical responses and information. Apart from
checking all this information, the internal clients of Radiopark
Studios do not like completing questionnaires, especially the
announcers, so duplications were probably unlikely in any event.
This contention was confirmed by casual comments made to the
researcher by some internal clients.
FIG. 3.1 Percentage of questionnaires returned
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3.8 RESPONSE RATE AND VALIDATION
3.8.1 RESPONSE RATE
It is a general norm in the SABC that the response rate to surveys
is between twenty five and thirty percent (de Beer 1996). In this
study 29,3 percent of two hundred and forty six questionnaires sent
out, were returned. Figure 3.1 above illustrates the response
pattern over the survey period.
3.8.2 Validation of results
Personal interviews were conducted with fifteen internal clients who
did not complete the questionnaire. In order to select these clients
for an interview, the researcher used systematic sampling.
According to Emory & Cooper (1991 :265), "in this approach, every k
th element in the population is sampled, beginning a random start
with an element from 1 to k".
The clients who were selected according to this method were
phoned before the interview was carried out. The purpose of the
phone call was two-fold; firstly, to ascertain whether the client did in
fact complete the questionnaire; secondly, to arrange and confirm a
short interview if the client had not yet completed the questionnaire.
The Internal clients who had already completed the questionnaire
were told that as soon as the feedback was ready, they would be
informed and no further interview was arranged.
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The survey questionnaire was followed during these interviews and
in most instances, respondents completed the questionnaires
themselves. The researcher compared these responses to those of
the main survey and since there appeared to be no noticeable
differences in the responses to a number of key questions, these
questionnaires were included in the main survey. This increased
the total response rate for this study to 35.35%.
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CHAPTER FOUR
RESULTS AND ANALYSIS OF THE RESEARCH
4.1 INTRODUCTION
In order to deliver excellent service, it is important for
management to be aware of any gaps that exist in the provision of
a service to clients. Since this research project was directed at
Radiopark Studios' internal clients, there were no competitors that
could be readily used as a benchmark. The researcher, therefore,
created an ideal studio situation and asked the internal clients to
imagine themselves working in those studios. The internal clients
were then requested to rate the service they thought they would
receive from the ideal studios. This ideal situation perceived by
internal clients was compared with their experience of actual
service which they rated in the second part of the questionnaire.
4.1.1 Recording and analysis of service gaps
Differences between the ideal and the actual ratings on the
various aspects were considered. By analyzing these scores
Radiopark Studios management should be able to determine the
requirements of the internal clients in terms of ideal (what they
wish to have) and actual (what they have now).
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"When the difference between what you have and what you want
is small, the gap is easy to close; when the difference is great, the
reverse is true" (Wexler, et al. 1993:184). The internal clients
were asked to rate each ideal and actual service statement on the
following Likert scale:
Strongly disagree 1
Disagree 2
Uncertain 3
Agree 4
Strongly agree 5
Some of the statements were made in the negative, for example:
"the booking staff are not always helpful to me". The reason for
this was to ensure that the internal clients pay attention to the
questions and do not fall into a set pattern of responses. To
facilitate consistent interpretation of scores, the researcher
converted all the ratings of negative statements to the positive
format by using this formula:
Negative mean score = true mean = 1 + (5 - mean)
Thus 2.27 = 1+ 5 - 2.27= 3.75
Gaps in clients service were calculated by subtracting the mean
ideal score from the mean actual score for each service statement
measured. In the interest of brevity only the mean scores and the
gaps are shown in the figures in the text. The source tables from
which these figures are shown below each figure. The distribution
of responses from which mean scores were calculated, are shown
51
in the tables and are only referred to in the text where they are
particularly interesting
4.1.2 Statistical significance
Since the sample would usually differ from its population, the gaps
measured were checked for statistical significance. However,
owing to the varying bases on which mean scores were calculated
it became too difficult to arrive at a uniform decision with regard to
statistical significance. In order to calculate the statistical
significance, the researcher took the frequency distribution and
the size of the mean scores compared to the standard deviation.
These variables were found to have a normal distribution and as a
result, the researcher had good reason to believe that the
differences did not reflect varying opinions of the internal clients
only. Any service aspects which showed a gap of -0.5 was
considered to be of statistical significance but might not be of
practical significance nor necessarily require management action.
Any service elements with a gap bigger than -1.0 is regarded as
serious and they require decisive attention.
The cross-tabulations by length of employment, type of
employment and type of station resulted in very uneven split of
respondents in all three instances. In each case the number of
respondents in one of the groups was too small to allow
meaningful comparisons to be made where the total sample was
used and even more so where the questions applied to only some
of the respondents.
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4.1.3 Focus of the investigation
The investigation focused on studio usage within Radiopark
Studios because it is the core service delivered by the business.
When the study was conducted, the Media Library did not form
part of Radiopark Studios, so it was not included. The specific
operations selected for the investigation were chosen because
they have direct contact with the internal clients. It is, therefore,
important for the management of Radiopark Studios to know how
their clients perceive these services.
4.1.4 Job descriptions of internal clients
The internal clients using Radiopark Studios' facilities can be
divided into two sections: news and programmes. In the news
section, the questionnaire was directed at news editors, producers
and journalists. In the programmes section the station managers,
programme managers, announcers or disc jockeys (DJs), music
producers and production assistants were included. Station
managers report to general managers and are responsible for the
overall running of the station. Programme managers report to
their respective station managers and they are in charge of
various programmes, for example, religion, sports and other
projects. Announcers or DJs report to their respective programme
managers and they broadcast the different programmes on the
air. Some announcers produce and broadcast their programmes
whereas others only present what has been produced by their
producers.
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The percentage breakdown of the total respondents for each job
title was as follows (TABLE 53):
Figure 4.1 Percentage breakdown of job title
Announcers I DJs 38.8%
Music producers 05.9%
Production assistants 07.1%
Programme managers 09.4%
Other 37.9%
Total 100.0%
Base: 87
Table: 53
4.1.5 Freelance and full-time internal clients
The internal clients of Radiopark Studios at the SABC are divided
into freelance and full-time personnel. Most of the freelancers
work for Commercial Radio Stations, for example, all the disc
jockeys (DJs) working for Radio Metro are freelancers. Their
contracts are renewed annually. Full-time announcers are found
mostly in Public Service Radio. It is interesting to note that the
respondents working full-time showed a more positive interest in
participating in the survey than those freelancing for the SABC.
The response rate showed that of the questionnaires returned,
83.9% came from internal clients working full-time in the
corporation and 13.8% from freelance clients. (TABLE 53)
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4.1.6 Length of employment
Of the total number of internal clients who returned their
questionnaires, 82.8% have been working for the SABC for more
than two years and 17.2% have been working for the SABC for up
to two years. (TABLE 53).
4.2 BOOKING OFFICE
4.2.1 Introduction
The booking office is the first contact between Radiopark
Studios and the internal clients requiring pool studios. This
office is manned by three officers who receive calls from the
internal clients wanting to book pool studios. This office forms
part of the Radio Operations department in Radiopark Studios.
4.2.2 How booking actually takes place.
Freelance DJs use the booking office less frequently than full-time
DJs. One reason is that the commercial radio stations broadcast
their programmes live and as a result they usually do not need
production studios other than their own. Full-time DJs sometimes,
prerecord their programmes and broadcast them later in their live
continuity studios. Hence the need for booking production studios
at the booking office.
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Full-time announcers use dedicated studios. What usually
happens is that while some announcers are on the air, the others
are prepackaging their programmes. For this reason these
announcers rely heavily on pool studios.
4.2.3 Frequency of booking studios.
Of the total number of respondents 57.5 percent used pool
studios or editing suites which have to be booked through the
booking office (TABLE 1). Internal clients who did use pool
facilities do so with the following frequency.
Figure 4.2 Frequency of using pool facilities
Every day 24.0%
Two to three times a week 24.0%
Once a week 20.0%
Twice a month 12.0%
Once a month or less often 20.0%
Base:
Table:
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1
users
Although more than two thirds of the internal clients who use the
booking office did so at least once a week and, therefore, had
frequent contact with the booking office staff, it should be
remembered that one fifth of all the users booked pool facilities
less often than once a month. These clients may not be as
familiar with the booking procedures.
56
4.2.4 How studios are booked.
Eighty-four percent of the internal clients booked a pool facility
telephonically, whereas only 16% booked in person. Freelance
staff, in particular, relied on telephone bookings because they do
not always work at the SASe complex. Most of the freelance staff
come in to do their specific programme, and as soon as they have
finished they leave.
4.2.5 Staff attitude
The attitude of the booking office staff was determined by
measuring two dimensions: friendliness and helpfulness. The
following mean scores were obtained:
Figure 4.3 Attitude of booking office staff
STATEMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
The booking office staff are 4.51 3.91 -0.60
always friendly to me
They are always helpful to me 4.39 3.73 -0.66
(transposed)
Scales:
Base:
Tables:
Strongly agree = 5
47
3A, 3B, 4A, 48
Strongly disagree = 1
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Although the gaps in each service aspect measured are negative
in the booking office, the differences are too small to warrant any
further investigation. The booking office staff must make sure that
the service gap does not widen.
4.2.6 Booking system
In the booking system the elements measured were whether
clients could get pool studios at short notice, whether they
encounter double bookings, and whether there is a need to
confirm their booked times by fax. The following mean scores
were obtained.
Figure 4.4 Booking system
MEAN MEAN GAP
STATEMENTS SCORE SCORE
IDEAL ACTUAL
I get a pool studio when I book 3.74 3.69 -0.05
it at short notice (transposed)
I often find my booked time 4.45 3.93 -0.52
double booked with other
clients (transposed)
I prefer my booked time to be 3.45 3.42 -0.03
confirmed by fax
Scales:
Base:
Tables:
Strongly agree = 5 Strongly disagree = 1
47
5A,5B,6A,6B, 7A, 7B
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4.2.7 The booking office gap
Differences between the ideal and actual ratings for the booking
office were very small and it can therefore be concluded that on
the whole, the hypothesis that the booking office meets internal
clients' expectations can be accepted. Double bookings and staff
attitude should however be closely watched so that the currently
insignificant gaps do not widen into a problem.
4.3 PRODUCTION ASSISTANTS
4.3.1 Booking of production assistants
When an internal client books a pool studio, the booking office
staff ask whether they need the studio plus a production assistant.
If so, the booking officer will book the studio and allocate a
production assistant to the studio. Some clients prefer to work
with a particular operator and would usually ask for a specific
person. If that production assistant is available, the booking
officer will allocate him or her to that client. However,
management do not recommend this booking arrangement
because of the logistical problems it causes.
4.3.2 Frequency of booking production assistants.
Of the total number of respondents 59 percent use pool
production assistants who are allocated by the booking office.
The frequency of usage is as follows (TABLE 9):
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Figure 4.5 Frequency of booking production assistants
Daily 34%
Two to three times a week 31%
Once a week 12%
Twice a week 08%
Once a month 05%
Less than once a month 10%
Base: 51
Table: 9
It is important to note that if one combines the internal clients who
use pool production assistants daily and two to three times a week
one finds more than half of them are in contact with the Radiopark
Studios pool production assistants. Most of these clients have
been working with the SASe for more than two years. They are
permanent staff of the public service radio stations.
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4.3.3 Attitudes and knowledge of pool production assistants
Figure 4.6 Courtesy and skills of production assistants
MEAN MEAN GAP
STATEMENTS SCORE SCORE
IDEAL ACTUAL
I think the expertise of pool 4.36 2.88 -1.48
production in operating studio
equipment is excellent
The pool production assistants 4.16 3.55 -0.61
are always friendly to me
(transposed)
They do treat my guests I 4.28 3.55 -0.73
artists with respect
(transposed)
They are very helpful in 4.18 3.35 -0.83
solving problems
Scales: Strongly agree =5 Strongly disagree =1
Base: 51
Tables: 10A, 108, 11A, 118, 12A, 128, 13A, 138
If one looks at the ideal mean scores, they indicate that the
internal clients had high expectations of the pool production
assistants. Although the actual mean scores indicate that the
production assistants did not live up to clients' expectations
because their attitude to the internal clients is somewhat negative,
it is not excessively so. However, when it comes to skills one
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must pay attention. This difference is rather too large to be
ignored. Another point to be considered is that the response of
the internal clients show an -0.83 gap in willingness to solve their
problems and this relates to a huge negative (-1.48) in knowledge
about studio equipment.
One could surmise either that the production assistants may have
sufficient knowledge of handling studio equipment but do not
display eagerness to help clients, or alternatively, that they lack
certain skills in the studio equipment and the internal clients
interpret this as not being willing to solve their problems. The
former does not appear to be the case since clients rated
production assistants' willingness to help highly at 3.56
(TABLE 14).
4.3.4 The pool production assistants gap
Differences between the ideal and actual ratings for the pool
production assistants were relatively big, one of them being
greater than 1. It can therefore be said that overall, the
hypothesis that pool production assistants meet internal clients'
expectations should be rejected. These ratings indicated that the
service delivery of the pool production assistants was inconsistent
and therefore did not meet all the needs of internal clients.
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4.4 TECHNICIANS
4.4.1 Introduction
The dimensions measured related to the attitude, courtesy, and
skills in helping clients. The maintenance section of Radiopark
Studios provides a twenty-four hour service to internal clients. It is
very important that broadcasters do not encounter any interruption
while on the air. This not only causes embarrassment to listeners
but it may cost clients a lot of money in terms of lost advertising.
4.4.2 Staff attitude
Figure 4.7 Attitude of technicians
STATEMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
The technicians in the
maintenance section are 4.30 3.49 -0.81
always friendly (transposed)
They are always willing to help 4.33 3.85 -0.48
me
Scales:
Base:
Tables:
Strongly agree =5 Strongly disagree =1
87
15A, 15B, 16A, 16B
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The internal clients seemed to be expecting higher service in as
far as friendliness and helpfulness were concerned. Radiopark
Studios technicians were doing reasonably well on willingness to
help, however, they should note that the internal clients were not
particularly happy with their friendliness.
4.4.3 Promptness
Figure 4.8 How promptly technicians respond to clients'
complaints
STATEMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
The technicians attend to my 4.29 3.43 -0.86
complaints promptly
(transposed)
They give prompt service 4.43 3.75 -0.68
during normal hours (07:30-
16:00)
They give prompt service after 3.95 2.76 -1.19
16:00 on weekdays
(transposed)
They give prompt service at 3.78 2.87 -0.91
weekends
Scales:
Base:
Tables:
Stronglyagree = 5 Stronglydisagree = 1
87
17A.17B,22A,22B,23A,23B,24A,24B
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The internal clients appear to have higher expectations of service
delivery during normal working hours (07:30-16:00) and the
Radiopark Studios technicians almost met this expectation. In
spite of the fact that the expectations for service delivery are
relatively lower after hours, the Radiopark Studios technicians did
not manage to live up to those lower expectations. The gap in
prompt service after 16:00 on weekdays was -1.19, too big to be
ignored.
The tricky situation exists in that Radiopark Studios technicians
gave a more prompt service on weekends as compared to after
hours on weekdays. There may be a number of reasons for this.
At weekends there are perhaps fewer clients requiring assistance
whereas there may be more clients wanting attention after hours
on weekdays. The shortage of technicians could also be a
contributing factor in rendering a sloppy service after hours. This
situation warrants further investigation.
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4.4.4 Skills
Figure 4.9 Effectiveness of technicians
MEAN MEAN
STATEMENTS SCORE SCORE GAP
IDEAL ACTUAL
The technicians I deal with
have adequate knowledge of 4.45 3.82 -0.63
the studio equipment
The technicians always tell me
by when the equipment I use 3.75 2.93 -0.82
is to be repaired
When they install new
equipment in the allocated
studio, they always show me 3.92 2.79 -1.13
how to use it (transposed)
Scales:
Base:
Tables:
Strongly agree = 5 Strongly disagree = 1
87
18A, 18B, 19A, 19B,20A,20B
Showing clients how to use new equipment may reveal the
difference between a technician and a layman. Their required
level of knowledge of the technical equipment may be too high for
a non technical person. It is, therefore, important that technicians
assess the level of understanding from the clients' point of view to
ensure that the message is clear when explaining new equipment.
This gap is as high as -1.13. It, therefore, calls for further
scrutiny.
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The internal clients also appeared interested to know the cause of
faulty equipment - the ideal rating was 3.65 (TABLE 21).
4.4.5 The technicians gap
Judging from the results of the ideal and actual ratings the
hypothesis that the technicians meet internal clients' expectations
is rejected. Although some of gaps between the ideal and actual
scores were too small to warrant further attention, Radiopark
Studios' technicians should reduce those gaps that are greater
than 1 in order to meet internal clients' needs.
4.5 MAIN CONTROL
4.5.1 Staff attitude
The first dimension investigated was staff attitude.
Figure 4.10 Attitude of main control staff
STATEMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
Main control staff are always 3.97 3.28 -0.69
friendly to me
They are always helpful in
solving my problems 4.03 3.11 -0.92
(transposed)
Scales:
Base:
Tables:
Strongly agree = 5 Strongly disagree = 1
87
25A, 25B, 26A, 26B
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Although the staff in the radio main control could be more friendly
(-0.69 gap), clients perceived their helpfulness as a bigger
problem (-0.92 gap). The radio main control staff should watch
this gap on helpfulness because it does matter to a client if the
service provider is friend!y but is not helpful. If this gap is not
reduced it could become serious because most of the contact with
the radio main control staff occurs when internal clients are in a
panic situation.
4.5.2 Handling of faults
Figure 4.11 How main control handles clients' complaints
MEAN MEAN
STATEMENTS SCORE SCORE GAP
IDEAL ACTUAL
They pay prompt attention to 3.97 3.09 -0.88
my complaints
They have sufficient 3.93 3.36 -0.57
knowledge to assist me with
minor problems
I am very satisfied with the 4.03 2.82 -1.21
fault reporting procedure
They always give me a 3.64 2.69 -0.95
complaint number when I
report faulty equipment
(transposed)
Scales:
Base:
Tables:
Strongly agree = 5 Strongly disagree = 1
87
27A,27B,28A,28B,29A,29B,30A,30B
68
In the previous chapter the researcher mentioned that radio main
control is the heart of any station. Without this department there
will be no broadcasting. It is appropriate to highlight that internal
clients have high expectations (4.03) with regard to the reporting
procedure of the main control staff indeed. When something goes
wrong in the studio the clients tend to phone radio main control.
However, on the fault reporting procedures radio main control
performs poorly with a gap of -1.21. Steps should be taken to
improve this situation. Attention to complaints (-0.88) and
complaint numbers (-0.95) were another two service gaps that
may become problematic if they are not contained. Half of the
clients regarded complaint numbers as important and these
should be communicated if required by clients (TABLE 31). The
radio main control staff has, therefore, much room for
improvement.
4.5.3 The radio main control gap
Differences between the ideal and actual ratings in the main
control are such that the hypothesis that it meets the internal
clients' expectations is rejected.
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4.6 ACTUAL STUDIOS
4.6.1 Studio equipment
The actual studios in the radio block were evaluated in terms of
the quality of the equipment and whether the internal clients are
getting good value for money.
Figure 4.12 Opinion on studio equipment
STATEMENTS MEAN MEAN
SCORE SCORE GAP
IDEAL ACTUAL
The equipment in the studio 4.21 3.20 -1.01
meets my needs (transposed)
I get good value for money 4.12 2.81 -1.31
using the studio
Scales:
Base:
Tables:
Strongly agree = 5 Strongly disagree = 1
87
36A, 36B, 37A, 37B
As regards the equipment in the studios meeting the internal
clients' needs, the gap between actual and ideal is -1.01. This
must be linked to whether the internal clients felt they were getting
good value for money using the Radiopark Studios facilities, which
showed, a gap of -1.31.
What might be confirmed by the internal clients here is their
general feeling that they think they should not be paying for these
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studios because they belong to the SASe. In addition to that
internal clients always seem to complain that the price they pay is
too high. This gap should be given further attention in order to
establish the nature of the problems because Radiopark Studios
tailor make each and every studio according to the clients'
specifications. However, the gap is of such a magnitude that it
cannot be overlooked.
Looking at the distribution of the internal clients, one detects the
following information. In so far as getting good value for money,
of the total respondents, 16.3% strongly disagree, 18.6%
disagree, 36.0% uncertain, 25.6% agree, and 3.5% strongly
agree. Thus less than one third (29%) of internal clients are
happy with what they get for the money paid. This service
element needs further investigation to deal with specific issues
regarding studio requirements.
4.6.2 Studio environment
The internal clients were asked to rate the service elements in
terms of the environment they perceived to be prevailing in the
radio block.
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Figure 4.13 Ambiance of radio block
STATEMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
The toilets are always clean in 4.63 2.69 -1.94
the studio block
The studio I usually use has 3.48 2.63 -0.85
an adequate reception area for
my guests/artists
The studio I usually use has 4.00 2.78 -1.22
enough dustbins (transposed)
Scales:
Base:
Tables:
Strongly agree = 5 Strongly disagree = 1
87
33A. 33B. 34A. 34B. 39A. 39B
It is interesting to note that in terms of clients' expectations, they
had placed high value on the cleanliness of the toilets and the
studios. The gap between the actual and ideal ratings was -1.94
for clean toilets and -1.22 for sufficient dustbins, both of which
were rather too big to be ignored.
Reception areas, or lack thereof, with a gap of -0.85, also posed a
problem since clients regarded them as important with a mean
score of 3.79 (TABLE 35). More than half of the clients agreed
that they found it pleasant to work in the Radiopark Studios
facilities (TABLE 38), but almost one third found them not
pleasant to work in - enough to warrant management attention.
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4.6.3 The actual studios gap
According to the differences between ideal and actual ratings the
internal clients were not satisfied with most of the service delivery
in this section, and as a result the hypothesis that the actual
studios meet internal clients' expectations is rejected. This
section needs urgent attention in that most of the differences are
greater than 1.
4.7 SECURITY AND RECEPTION
4.7.1 Introduction
Security and reception service the entire radio block and,
therefore. Radiopark Studios as well. Although the internal clients
work in the radio block, their guests are not familiar with the
environment and the treatment they receive reflect on the
perception of the internal clients of Radiopark Studios' service.
4.7.2 Staff attitude
Figure 4.14 Attitude of security and reception staff
MEAN MEAN
STATEMENTS SCORE SCORE
IDEAL ACTUAL GAP
Security treats my
guests/artists with respect 4.23 2.86 -1.37
Reception treats my
guests/artists with care 4.22 3.26 -0.96
Scales:
Base:
Tables:
Strongly agree - 5 Strongly disagree = 1
87
40A,40B,41A,41B
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The respect with which Security treated the guests, scored an
unacceptable gap of -1.37. The reception staff show a smaller
gap of -0.96, but it too needs to be reduced. It is imperative that
both of these gaps receive further investigation with the view of
closing them.
4.7.3 Checking in equipment and signing in guests
Figure 4.15 Receiving of guests at Radiopark building
STATEMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
I find it easy to physically bring 4.34 2.61 -1.73
in instruments and equipment
for my musicians
I find it difficult to sign in my 4.45 3.95 -0.50
guests/artists after 16:00 and
at weekends
Scales:
8ase:
Tables:
Strongly agree =5 Strongly disagree =1
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42A, 428, 44A, 448
Signing in of guests did not present problems during the day
(TABLE 43), or after hours and at weekends (-0.50 gap). An
aspect that should be investigated in security is the physical
bringing in of the instruments and equipment. The gap is huge
(-1.73) and the second highest in the survey.
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In order to obtain a better perspective of the security section, the
researcher linked the statements "Security treats my guests/artists
with respect" and "I find it easy to physically bring in instruments
and equipment for my musicians". Both statements showed big
gaps. The procedure employed by the SABe to receive clients'
instruments and equipment is not very user-friendly: the entrance
is very far from the studios, there are no trolleys to transport these
items to the studios and there are no employees to help clients
carry the goods. This matter needs attention.
4.7.4 The security and reception gaps
Differences between the ideal and actual ratings for security and
reception staff were big and, the hypothesis that the system of
receiving clients at Radiopark Studios meet internal clients' needs
is rejected.
4.8 MARKETING
4.8.1 Clients' contact with marketing
Almost three quarters of the internal clients stated that they never
deal with the marketing section of Radiopark Studios (TABLE 47).
Figure 4.16 Frequency of using marketing
Frequently 03.4%
Infrequently 23.0%
Never 73.5%
Base: 87
Table: 47
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4.8.2 Staff attitude
The service element that was measured here is the attitude of the
marketing staff.
Figure 4.17 Attitude of marketing staff
STATEMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
The marketing staff are always 3.87 3.6 -0.11
friendIy to me
They are always helpful in
solving my problems 3.96 2.35 -1.61
(transposed)
They treat my guests/artists 4.26 3.71 -0.55
with respect (transposed)
Scales:
Base:
Tables:
Strongly agree = 5 Strongly disagree = 1
23
48A, 48B, 49A, 49B, 52A,52B
It is important to mention that only one quarter of the internal
clients who responded to the questionnaire use the Radiopark
Studios marketing section. Those that have dealt with the
marketing department found them friendly and respectful to
guests, but felt that their problems were not being solved. This
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gap was -1.61, which is rather too big to be overlooked. It is
crucial that the internal clients clearly understand marketing's role
in Radiopark Studios.
4.8.3 Skills
Figure 4.18 Knowledge of marketing staff
STATEMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
They have adequate
knowledge of the facilities of
Radiopark Studios 3.48 2.70 -0.78
(transposed)
They attend promptly to my 4.13 3.29 -0.84
queries
Scales:
Base:
Tables:
Strongly agree = 5 Strongly disagree = 1
23
50A,50B,51A,51B
4.8.4 Solving problems
The question that should be investigated by Radiopark Studios
management is the nature of the problems that cannot be solved
by the marketing section. Are these marketing problems or are
they assumed to be related to marketing? The marketing section
of Radiopark Studios may have to be repositioned in order to deal
with the internal clients' problems effectively.
77
4.8.5 The marketing gap
With the exception of friendliness the marketing section of
Radiopark Studios did not meet internal clients expectations and
therefore the hypothesis that the marketing meet internal clients'
expectations is rejected .
4.9 ANALYSIS OF COMMON FACTORS
4.9.1 Introduction
A number of statements were common to varying numbers of the
departments in Radiopark Studios. Departments were compared
on these shared statements to gain further insight into the factors
that are important to clients.
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4.9.2 Friendliness of staff
Figure 4.19 Friendliness of Radiopark Studios Staff
DEPARTMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
Booking office staff 4.51 3.91 -0.61
Pool production assistants 4.16 3.55 -0.61
Technicians staff 4.30 3.49 -0.81
Radio main control staff 3.97 3.28 -0.69
Marketing staff 3.87 3.76 -0.11
Scales:
Tables:
Strongly agree = 5 Strongly disagree = 1
3A,3B, 10A, 10B, 15A, 15B, 25A,25B,48A,48B
The booking office, pool production assistants, technicians, radio
main control and the marketing section on the friendliness of staff
were evaluated. Ideal scores for these departments ranged from
4.51 for the booking office to 3.87 for marketing. The highest
expectation on this factor was for the booking office, which is the
first line of contact when clients book studios. The next highest
expectation was of the pool production assistants and the
technicians who are also Radiopark Studios
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staff with whom the internal clients are likely to come into contact.
The expectations were a little lower for radio main control and the
marketing section, where interaction with clients is less frequent.
On actual experience with Radiopark Studios staff, the range of
scores was significantly lower than the expectation (ideal) except
for marketing. The gaps were particularly large for the technicians
and radio main control. Contact with both of these sections is
often crisis related, and the client comfort needs are therefore
very high. The booking office and pool production assistants also
have room for improvement. The marketing section is the only
one where the gap was insignificant.
These results point to a widespread need to improve the
friendliness of staff in their interaction with the internal clients,
especially when a crisis situation arises.
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4.9.3 Helpfulness of staff
Figure 4.20 Helpfulness of Radiopark Studios staff
DEPARTMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
Booking office staff 4.39 3.73 -0.66
Pool production assistants 4.18 3.35 -0.83
Technicians staff 4.33 3.85 -0.48
Radio main control 4.03 3.11 -0.92
Marketing staff 3.96 2.35 -1.31
Scales:
Tables:
Strongly agree = 5 Strongly disagree = 1
11A, 110B, 16A, 16B,4A,4B,49A,49B,26A,26B
Ideal scores for departments ranged from 4.39 for the booking
office to 3.96 in marketing. Radiopark Studios internal clients had
the highest need for help from the booking office which is the first
line of contact with Radiopark Studios. The fact that all the
internal clients book pool studios through this department
underlines the importance that this factor should receive due
attention. The next highest expectation was for technicians and
pool production assistants. Pool production assistants are
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usually allocated to pool production studios if the internal clients
require their assistance. Whenever there is a break down in the
studio a technician will be called in to undertake repairs. The
client relies on the technician to solve the problem, and it is not
surprising that clients rated helpfulness very highly. Another
interesting point shown by these results is that of the marketing
section, with a lower expectation from the internal clients.
Naturally, internal clients do not liaise with Radiopark Studios
marketing when booking pool studios.
On actual experience, the range of scores was a lot lower than
expectations. Marketing had the highest gap of all, (-1.31) which
was quite serious since client expectations are high (3.96). Radio
main control and pool production assistants also need to improve.
4.9.4 Knowledge of studio equipment
Figure 4.21 Operational knowledge of Radiopark Studios
Staff
MEAN MEAN
DEPARTMENTS SCORE SCORE GAP
IDEAL ACTUAL
Pool production assistants 4.36 2.88 -1.48
Technicians 4.45 3.82 -0.63
Radio main control 3.93 3.36 -0.57
Marketing staff 3.48 2.70 -0.78
Scales:
Tables:
Strongly agree = 5 Strongly disagree = 1
12A, 12B,30A,30B, 18A, 18B,50A,50B
82
The knowledge of studio equipment was measured for pool
production assistants, technicians, radio main control and the
marketing section. Ideal scores for these departments ranged
from 4.45 for technicians to 3.43 for marketing. The highest
expectation on this facto:" was of the technicians who are charged
with the responsibility to maintain and repair studio equipment,
and of the pool production assistants who operate studio
equipment during the recording process. Radio main control is
more distant in that there is no face to face contact, but they are
also expected to be knowledgeable. Expectations were much
lower for the marketing staff who are not technical people.
On actual interaction with Radiopark Studios staff, the range of
scores was once again significantly lower than the ideal. In
comparing actual and ideal scores for pool production assistants
the gap was very large (-1.48). This gap could possibly also have
resulted from the situation that pool production assistants may be
knowledgeable about operating equipment, but when it comes to
a breakdown situation, the clients also expected them to be
knowledgeable in an area that they have neither knowledge of,
nor responsibility for. The client expectation was very high from
the wrong persons. Discussions before the survey and
subsequently, confirmed the survey results. This situation opens
up the possibility of the embarrassment of the technicians by pool
production assistants, during breakdown situations when both the
client and the production assistant may be upset and take it out
on the technician who was called in to repair the faulty equipment.
On the other hand, if the fault is a finger problem, which is a
problem with the manipulation of the console desk, the pool
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production assistants may find themselves embarrassed by the
technicians in front of the client. This situation is amplified by the
crisis which typically accompanies a breakdown during recording.
4.9.5 Treatment of guests/artists
Figure 4.22 Treatment of guests of the internal clients
DEPARTMENTS MEAN MEAN GAP
SCORE SCORE
IDEAL ACTUAL
Pool production assistants 4.28 3.55 -0.73
Security staff 4.23 2.86 -1.37
Marketing staff 4.26 3.71 -0.55
Scales:
Tables:
Strongly agree =5 Stronglydisagree =1
13A,13B,40A,40B,52A,52B
The ideal scores were very close in the three departments which
were evaluated , namely pool production assistants, security and
marketing. The scores showed that Radiopark Studios' internal
clients had the highest expectation of how their guests/artist are to
be treated by the employees of Radiopark Studios. This kind of
expectation from the internal clients of Radiopark Studios is
understandable, since from time to time they deal with high
powered guests, such as cabinet ministers and other celebrities.
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With regard to the actual rating of the three sections, security
seemed to have serious problems. Its gap is -1.37, which is
indeed very large. At this stage it is appropriate to point out that
although security and reception do not fall under the jurisdiction of
Radiopark Studios, the researcher included them in the study
because every client coming to Radiopark Studios has to go
through these sections, and it is common knowledge that first
impressions last.
4.9.6 Relative importance of key service aspects
Five key service aspects were rated on importance. There is no
doubt that the ability to deliver a good quality service as promised
is what clients were really looking for in a radio studio. 65.2%
rated this aspect as the most important one (TABLE 32A) with a
further 22.2% rating it second most important (TABLE 32B) and
almost no one thinking it least important (4.4%) (TABLE 32C).
The willingness to help (most important 15.2% and second most
22.2%) was also rated as important. Modern equipment (most
important 10.9% and second most 31.1%) were important to
some but not to all (least important 28.9%). A pleasant studio
environment was not a priority (least important 42.2%) nor was
caring, respectful. individualized attention (least important 20.0%).
Internal clients were also in agreement that the ideal radio studio
will have their clients' interest at heart (mean score 4.56) (TABLE
45) and that they will understand the specific needs of
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their clients (mean score 4.51) (TABLE 46). Both these ratings
underlined the importance of client orientation in the radio studio
business.
4.10 OTHER COMMENTS
The final question on the questionnaire asked internal clients
whether they had any other comments that they would like to
make to Radiopark Studios. The following results were obtained.
Figure 4.23 Comments about Radiopark Studios
Number of
responses
Comments relating to studios
• Studios not ideal 1
• Improve lifts A3 level 1
• Studios neglected with old equipment 7
• Studios not suitable for news / current affairs 1
• Problem with air conditioning / windows 6
• Studios are far from the street level 1
• Studio reception 2
• Studios must be standardized 2
• Studio rates are scandalous / overpriced 2
• Toilets are far from studios 1
• No kitchen facilities near studios 2
• Studio S15C and S16C seating arrangements 1
for DJ awkward and cumbersome and there is
no cough button
• Ban eating, smoking, drinking and writing on 1
desk
• Need offices near the studio 1
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Comments about production assistant
• Individual good / delight to work with 2
• Do not dump new PA into live studio alone 3
• DPS must be available 24hr 1
Comments about technicians
• Repairs not made quickly enough 1
• Technicians not well trained 1
Comments about transporting musical
instruments
• Need trolleys / people to carry music 1
instruments
Comments not relevant to Radiopark 16Studios
No comments 33
Total internal clients 87
These comments covered no new constructs that were not
addressed in the survey. The only aspects mentioned by a
significant number of internal clients were studios neglected with
old equipment and problems with air conditioning/windows.
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CHAPTER FIVE
CONCLUSIONS AND RECOMMENDATIONS
5.1 SUMMARY
5.1.1 Introduction
This study has revealed information that could be useful to
Radiopark Studios management. For the sake of clarity, the
researcher has divided this information into two categories.
Firstly, aspects relating to the overall assessment of Radiopark
Studios performance as reflected in gaps between ideal and
actual ratings by Radiopark Studios' internal clients, and secondly,
the attitude of internal clients manifested by the low response
rate.
5.1.2 Overall performance
In the previous chapter only one of the hypothesis for this study
was accepted, namely that service provided by the booking office
meets internal clients needs. The study clearly showed that the
internal clients of Radiopark Studios received service that do not
meet their expectations in all other departments. This in itself
gives Radiopark Studios management two challenges: to keep
those internal clients who are absolutely happy with the service
they get while improving the relationship with those that are
extremely dissatisfied. In each department that was investigated,
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Radiopark Studios employees seem to be doing well in some
service aspects whereas they perform badly in others.
The environment is rapidly changing in the broadcasting industry.
Radiopark Studios will find themselves dealing with more external
clients. Internal clients now have a choice of using or not using
the facilities at Radiopark Studios. In both cases excellent service
is essential.
The internal clients showed that gaps existed between ideal and
actual situations at Radiopark Studios. The study also revealed
some service aspects that require urgent attention because the
gaps measured were substantial. These service gaps related to
attitudes, systems and procedures, knowledge, and the general
environment at Radiopark Studios.
5.1.3 Low response rate
The relatively low number of questionnaires returned was very
disappointing although this is also true for most internal surveys
conducted by the SASC research department. Some internal
clients did not return the questionnaire and, when asked whether
they had completed their questionnaire, they expressed the
feeling to the researcher that their input would not be taken into
account. To such clients this research project was but another
way of wasting their precious time. The poor response rate was
exacerbated by the fact that this project coincided with the SASC
transformation process and some internal clients were skeptical
about answering the questionnaire. The morale of most of the
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SABe employees was generally low owing to the looming
rightsizing which was about to be implemented.
An endeavour was made to reduce these negative effects by
letters sent to internal clients reassuring them that there would be
total confidentiality in their response. These letters were signed
by the Dean of TWR Faculty of Business Management and the
Radiopark Studios' General Manager, and they reiterated that the
aim of the study was to establish what their needs are so that
Radiopark Studios could meet these needs better. These efforts
resulted in a response rate slightly better than the norm, but the
general apathy remained evident.
5.1.4 Problem areas
The study shows that there are ten service aspects that reflected
large gaps between clients' expectations and actual service
rendered by Radiopark Studios. These gaps are serious and
need attention:
The toilets are not always clean in the studio block (-1.94).
I find it easy to physically bring in instruments and equipment for
my musicians (-1.73).
Marketing staff are always helpful in solving my problems
(transposed) (-1.61)
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I think the expertise of pool production assistants in operating
studio equipment is excellent (-1.48).
Security treats my guests I artists with respect (transposed)
(-1.37).
I get good value for money using the studio (-1.31)
The studio I usually use has enough dustbins (transposed) (-1.22)
I am very satisfied with the faults reporting procedure «-1.21)
Technicians give prompt service after 16:00 on weekdays (-1.19)
When technicians install new equipment in the allocated studio,
they always show me how to use it (transposed) (-1.13)
The equipment in the studio meets my needs (transposed) (-1.01)
5.2 RECOMMENDATIONS
The gaps shown by this study require different approaches to
close them since they cover varied aspects. The researcher
recommends the following actions to close the service gaps that
follow.
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5.2.1 Closing the client orientation gap
The survey demonstrated that there is generally a lack of client
orientation at Radiopark Studios. In all service aspects that were
investigated there was no department that matched clients'
expectations. Even in simple aspects such as friendliness and
helpfulness, Radiopark Studios employees did not quite meet the
needs of the internal clients.
The researcher recommends that training courses be arranged to
address staff attitudes to clients. This training should be attended
by all Radiopark Studios employees including management. This
training should be on client care and service orientation.
Radiopark Studios marketing should play an active role in the co-
ordination of these training sessions. The Radiopark Studios
management could create various teams and set service
standards that are measurable so that the progress can be
monitored. Radiopark Studios management should investigate
the possibility of introducing service excellence awards to motivate
everyone at Radiopark Studios to go the extra mile when dealing
with clients.
5.2.2 Closing the production assistant gap
This gap appears to have come about because internal clients
appeared to find it difficult to distinguish between the functions of
the technicians and the production assistants and because some
production assistants lacked sufficient knowledge to operate
studio equipment effectively.
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When a technical problem arises in the studio, the client is likely
to turn to the production assistant because he or she is there even
though he or she may neither be responsible for nor qualified to
solve the problem. It must be borne in mind that production
assistants are not expected to be technical experts but only to
handle minor technical hitches in the studio. Radiopark Studios
management must, therefore, devise a plan to communicate to
the internal clients what action is appropriate when various
problems are experienced in the studio so that production
assistants are not placed under pressure.
A brochure could be developed to explain clearly to the internal
clients what is expected of the pool production assistants as
opposed to the technicians. Radiopark Studios marketing could
play an active role in compiling a brochure and liaison with clients
in this regard.
Lack of sufficient technical expertise on the part of the production
assistants must be addressed through further training as a matter
of priority. Thereafter, refresher courses must be arranged at
regular intervals.
Regular meetings between Radiopark Studios technicians and
production assistants where discussions on technical matters
could take place would ensure that the two parties do not only
meet when there is a problem in the studio.
In order to reduce the cost of training, the Radiopark Studios
technicians could be utilized to offer simplified technical in-service
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training to the production assistants. This training could also
include studio management.
For all this to be accomplished, management and staff should
devise a yardstick to measure the knowledge and performance
level of the production assistants in the studios before and after
training.
This research has shown up weaknesses in a critical Radiopark
Studios service offering.
5.2 3 Closing the technical service gap
The gap relates to the services provided by the main control staff
and the technicians.
Internal clients' lack of familiarity with equipment in the studio
arises from newly installed equipment, internal clients with new
staff and new configurations of existing equipment, for example,
when a client has to work in the outside production truck to record
a live programme. Radiopark Studios technicians should devise
effective ways of communicating how to operate equipment to the
internal clients. It is recommended that a helper from Radiopark
Studios be assigned to service all the above situations to enable
the clients to broadcast their programmes without any difficulty.
Labeling the buttons on the equipment and simple, clear
instruction booklets may also help. It is crucial that in the process
of giving instruction on new equipment, internal clients are
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reassured and not made to feel stupid because that would harm
clients' relationship with Radiopark Studios technicians.
The fault reporting procedure presents a tricky situation in that the
gap measured may be the symptom of a bigger problem. The
internal clients lodge their complaints with the radio main control
section which in turn assesses the nature of the complaints and
passes it on to the relevant technicians. It is important that
internal clients are thoroughly familiar with the fault reporting
systems because a breakdown could occur during live recordings.
The researcher suggests a 24 hour help desk in the radio main
control section that handles aI/ these complaints and directs them
to the appropriate technical staff if the help desk cannot not solve
the problem there and then. The persons manning the help desk
should have excel/ent telephone skills, be good communicators
and have extensive technical knowledge so that they can quickly
identify the clients' problems. After hours on weekdays the help
desk should have a list of technicians on stand-by.
Radiopark Studios have both old and new equipment in the
studios depending on the clients' requirements. During the
exploratory interviews the researcher was told by some Radiopark
Studios internal clients that whenever new equipment is decided
on they prefer that people who use the machines are consulted as
well. Apparently Radiopark Studios' management liaise with
internal clients who hold managerial positions and .actual users felt
that their managers may not always appreciate precisely what is
required in the studio.
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This need may be approached at two different levels, namely
strategic and operational. Raddiopark Studios' management
could still handle strategic input and Radiopark Studios marketing
could deal with the operational requirements of the internal clients
when new equipment is bought.
5.2.4 Closing the security and reception gaps
Whenever Radiopark Studios internal clients expect VIP guests,
the security department should be told beforehand in order to
expedite the signing-in process. Guests or artists should not be
kept waiting at reception for more than a few minutes. Radiopark
Studios' Management must help to create service champions and
recognize those employees who are excelling in their respective
roles.
The SASC has contracted a security company with a lot of new
security personnel who may not know all the departments of
Radiopark Studios. A visit to Radiopark Studios facilities would be
excellent training so that these security personnel could have a
better idea of how Radiopark Studios functions.
When large pieces of musical equipment and big instruments are
brought into the radio block by clients, they experience many
logistical problems. These problems are caused by the fact that
the SASC reception at Radiopark building is not geared to
receiving such heavy equipment. Radiopark Studios should buy
specially designed trolleys to facilitate the easy movement of
musical equipment and instruments to the studios. These trolleys
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must be kept by client facilitators. A special entrance and
reception area catering for Radiopark Studios' clients could be
investigated. Such an entrance should be close to the studios
and be manned by well-trained security personnel.
5.2.5 Closing the facilities gap (Radio block)
Accommodation and building services control the cleaning
company that services Radiopark Studios. An especially emotive
issue that needs to be addressed is the cleanliness of the toilets
at all times and the cleaners should also report any broken or
faulty equipment immediately. Radiopark Studios can facilitate
the production of a "keep the toilets clean campaign" with the
cleaning company through the accommodation and building
services departments.
5.2.6 Closing the marketing gap
It is noted that of the internal clients who participated in the study
only twenty-six percent said that they make use of the Radiopark
Studios marketing section. In spite of the fact the marketing
department was instructed to devote their entire time to external
clients this gap cannot be ignored. Radiopark Studios marketing
could play a meaningful role in terms of liaison between
management and internal clients if its efforts could be focused to
both external and internal clients. The perception of the
marketing staff not being helpful may possibly be ascribed to their
lack of knowledge of studio equipment. This department would be
in a better position to represent Radiopark Studios to external
clients if they were more knowledgeable and they too should
receive at least some basic technical training.
5.2.7 General survey attitude gap
Radiopark Studios should create stronger rapport with its internal
clients. Radiopark Studios management should commit
themselves and their colleagues to total excellent client care.
They should also run a service excellence campaign to illustrate
that Radiopark Studios cares about its clients. This in itself may
motivate more internal clients to participate in the next survey. To
further convince internal clients that Radiopark Studios
management is committed to excellent service, it is crucial that
clients should be given feedback about the results of this study
where appropriate and they should be informed about the actions
that result from the study. If internal clients are only contacted by
way of questionnaires, they are more likely not to view the
exercise in a serious light.
5.2.8 Suggestions to improve the study
Clients were not asked to rate the booking office in terms of their
knowledge of studio equipment and this question should be
incorporated in the next study. Considering the fact that
Radiopark Studios will possibly be dealing with more external
clients in the future, it is important that all Radiopark Studios
employees have a good idea of how the studios operate so that
they are able to respond to clients' inquiries with confidence. This
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should create the right impression on clients' first contact with
Radiopark Studios.
5.2.9 Further studies at Radiopark Studios
This was the first study relating to Radiopark Studios internal
clients. It should be repeated at regular intervals to create a
performance benchmark. However, before this happens, internal
clients should see changes in the service they are getting as a
result of this study.
It is also advisable that a survey be carried out to determine the
feeling of the Radiopark Studios employees. This survey should,
among other things, look at items such staff attitude, the working
relationship amongst colleagues, the skills base of all staff,
organizational climate, management style and, lastly, how they
perceive their clients' behaviour. Armed with such information,
Radiopark Studios management will be in a better position to
develop a more relevant questionnaire for the next study of client
care.
This study looked only at the Radiopark Studios internal clients,
and they were asked to give comments on how they think their
guests or artists are treated. The study, therefore, does not
reflect the feelings experienced by clients' guests. It might be
worthwhile to find out how these clients' guests and artists feel
about the service at Radiopark Studios. This is another possibility
for further study at Radiopark Studios.
5.2.10
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When the external clients base expands, they too should be
incorporated in the client care survey.
Conclusion
This research has shown up weaknesses in the Radiopark
Studios service offering. It must be stressed though that the
whole exercise should be aimed at empowering employees and
helping those that need more knowledge. It is not directed at
punishing Radiopark Studios employees. Criticism should not be
taken as a personal attack but as an opportunity to offer even
better service to all the internal and external clients.
TABLE 1
Question 7: How often do you use RPS pool facilities or pool editing suites?
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Length of Employed: Type of station Total IEmployment
Up to 2 Longer Fclltime Feelancelcommarci. Public
years than 2 al
years
How often pool
studios/
, edi. ting
i suites used,
that are not
allocated to
your station
all the time
Daily 3 9 11 1 1 11 12
20.0% 12.5% 15.1% 8.3% 5.3% 16.7% 13.8% I
'Two/three II
times/week 1 11 12 1 11 12 I
6.7% 15.3% 16.4% 5.3% 16.7% 13.8%
'Once a week 1 9 9 1 1 9 10
6.7% 12.5% 12.3% 8.3% 5.3% 13.6% 11.5%
Twice a month 6 2 3 2 2 6 ,
8.3% 2.7% 25.0% 1.0.5% 3.0% 6.9% I
Once a month 2 2 2 2 ,
2.8% 2.7% 3.0% 2.3% I
Less than once
a month 2 6 7 1. 7 8
: 13.3% 8.3% 9.6% 5.3% 10.6% 9.2%
Never 8 29 30 7 13 24 37
53.3% 40.3% 41.1% 58.3% 68.4% 36.4% 42.5%
1.5 72 73 12 19 66 87 I
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% I
Mean 2.86 2.98 2.84 3.20 3.33 2.86 2.96
Mode 1.00 2.00 2.00 4.00 4.00 1.00 1.00
Median 2.00 3.00 2.00 4.00 3.50 2.00 3.00
Standard
Denation 2.27 1.65 1.74 1.30 1.75 1.76 1. 73
I
standard
Error of
Mean .86 .25 .27 .58 .71 .27 .24,
TABLE 2
QUESTION 8: How do you usually book a pool studio or editing suite?
101
L4Ulqth Employed Type of station Total
of _loymant
Up to 2 I.onqer !'I1l:l.time Freelance CCllImereial l'Ublie
years th.... 2
y..ars
How do you
usua.1l.y book
pool. studio
/ editing
suite?
By phone 5 31 31 4 3 32 36
71.4% 77 .5% 77.5% 80.0% 75.0te 78.0% 76.6%
:tn person 1 6 7 7 7
14.3% 15.0% 17.5% 17.H 14.9%
Never 1 3 2 1 1 2 4
14.3% 07.5% 05.0% 20.0% 25.0% 04.9% 08.5%
7 40 40 5 4 41 47
100.0% 100.0% 100.0% 100.0% 100.0te 100.0% 100.0%
Mean 1.33 1.32 1.37 1.00 1.00 1.36 1.33
Mode 1.00 1.00 1. 00 1.00 1.00 1.00 1. 00
Median 1.00 1.00 1.00 1.00 1.00 1.00 1. 00
standard
Dev3.at3.on .82 .75 .79 .00 .00 .78 .75
Standard
Error of
Mean .33 .12 .13 .00 .00 .12 .11
TABLE3A
Question 9:
Question 9.1:
How did you personally feel about booking a pool studio and editing suite?
The booking office staff are always friendly to me.
lUi
Length of EmpJ.oyed: Type of ata.tion Total.
EmpJ.oyment
Up to 2 Longer FuJ.J. tilDe FeeJ.ance Commerci PubJ.ic
ycaara than 2 a.J.
yeara
Booking office
a.J.wa.ys
fr:i.end.l.y
strongJ.y
disagree J. J.
2.5% 2.J.%
Disagree J. J. 2 2 2
J.4.3% 2.5% 5.0% 4.9% 4.3%
Uncertain 3 J. 2 2 2 2 4
42.9% 2.5% 5.0% 40.0% 50.0% 4.9% 8.5%
Agree 3 30 29 3 2 30 33
42.9% 75.0% 72.5% 60.0% 50.0% 73.2% 70.2%
strongJ.y agr_ 7 7 7 7
J.7.5% J.7.5% J.7.J.% J.4.9%
7 40 40 5 4 4J. 47
1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0%
Mean 3.29 4.03 4.03 3.60 3.50 4.02 3.91.
Mode 3.00 4.00 4.00 4.00 3.00 4.00 4.00
Median 3.00 4.00 4.00 4.00 3.50 4.00 4.00
standard
Deviation .76 .73 .66 .55 .58 .65 .78
standard
Error of
Mean .29 .1.2 .J.O .24 .29 .1.0 .1.J.
TABLE3B
Question 1:
Question1.1 :
Please show the extent to which you think an ideal radio studio service would have the
feature described by each statement below.
The booking office staff will always be friendly to clients.
I Length of Empl.oyed: Type of station Total.
I Employment
I
Up to 2 Longer Fullti.me Feelance Commarci Public
I years than 2 al
I
year.
IIIDEAL: Booki.ng
I strlf is
II a.J.ways ,,
£riencily iIDi. s agree 1 1 1 1
2.5% 2.5% 2.4% 2.1%
'Uncertain 1 1 2 2 2
IAgree 14.3% 2.5% 5.0% 4.9% 4.3%3 13 14 2 1 14 16
I 42.9% 32.5% 35.0% 40.0% 25.0% 34.1% 34.0%~ 3 25 23 3 3 24 28Strongly agree
I 42.9% 62.5% 57.5% 60.0% 75.0% 58.5% 59.6%
I
i 7 40 40 5 4 41- 47
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% I 100.0%
Mean 4.29 4.55 4.47 4.60 4.75 4.49 4.51-
Mode 4.00 5.00 5.00 5.00 5.00 I 5.00 5.00: Median 4.00 5.00 5.00 5.00 5.00 5.00 5.00
Standard
! I iDeviation .76 .68 .72 .55 .50 .71 .69Standard I
Error of I IMean . 29 .11 I .11. .24 .25 .11 .10I ,
TABLE4A
Question 9.2: They are not always helpful to me.
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Length of Empl.oyed: Type of sta.tion Totu
Empl.oyment
Up to 2 Longer Fu1l.timQ Feel.a.nce Comnerci Publ.ic
yoaars than 2 a.l.
years
Booking staff
not uwa.y.
hel.pfu1. to
me
Strongl.y
disagree 9 9 9 9
23.7% 23.7% 23.l.% 20.0%
Disagree 3 21 20 3 2 21 24
42.9% 55.3% 52.6% 60.0% 50.0% 53.8% 53.3%
Uncertain 1 3 3 1 1 3 4
14.3% 7.9% 7.9% 20.0% 25.0% 7.7% 8.9%
Agree 3 4 6 1 1 6 7
42.9% 10.5% 15.8% 20.0% 25.0% 15.4% 15.6%
Strongl.y agree 1 1
•
2.6% 2.2%
7 40 40 5 4 41 47
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 3.00 2.13 2.16 2.60 2.75 2.15 2.27
Mode 2.00 2.00 2.00 2.00 2.00 2.00 2.00
Median 3.00 2.00 2.00 2.00 2.50 2.00 2.00
Standard
Deviation 1.00 .99 .97 .89 .96 .96 1.03
standard
Error of
Mean .38 .16 .16 .40 .48 .15 .15
TABLE4B
Question1.2: The booking office staff will always be helpful in solving clients' problems.
Length of Employed: ~ of station Total
Employment
Up to 2 Longer Fu11time Fee1anee Co_rei Public
years than 2 al
;
years
I IDEAL: Booking
I
I office staffhelpfulIDisagree 1 2 3 3 3
16.7% 5.0% 7.7% 7.5% 6.5%
!Uncertain 1 2 3 3 3
i 16.7% 5.0% 7.7% 7.5% 6.5%iAgree 1 12 12 1 1 12 13
i 16.7% 30.0% 30.8% 20.0% 25.0% 30.0% 28.3%
!Strongly agree 3 24 21 4 3 22 27
I 50.0% 60.0% 53.8% 80.0% 75.0% 55.0% 58.7%;
I
,
I 7 40 40 5 4 41 47I 100.0% 100.0% lOO.O% lOO.O% lOO.O% lOO.O% lOO.O%
I Mean 4.00 4.45 4.3l 4.80 4.75 4.33 4.39, Mode 5.00 5.00 5.00 5.00 5.00 5.00 5.00
I Median 4.50 5.00 5.00 5.00 5.00 5.00 5.00
I Standard
I Deviation 1.26 .81 .92 .45 .50 .92 .88
I Standard
!
Error of
Mean .52 .13 .15 .20 .25 .14 .13
TABLE 5A
Question 9.3: I never get a pool studio when I book it at short notice.
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Length of Employed: Typa of station Total
Employment
Up to 2 Longer Fu1ltime Feelance ComlII8rci Public
years than 2 a.1
years
Never get pool
studio when
book at
short notice
Strongly
disagree 1 6 6 6 7
14.3% 15.8% 15.8% 15.4% 15.6%
Disagree 2 21 22 1 1 22 23
28.6% 55.3% 57.9% 20.0% 25.0% 56.4% 51.1%
Uncertain 2 7 7 2 1 7 9
28.6% 18.4% 18.4% 40.0% 25.0% 17.9% 20.0%
Agree 2 4 3 2 2 4 6
28.6% 10.5% 7.9% 40.0% 50.0% 10.3% 13.3%
7 40 40 5 4 41 47
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 2.71 2.24 2.18 3.20 3.25 2.23 2.31
Mode 2.00 2.00 2.00 3.00 4.00 2.00 2.00·
Median 3.00 2.00 2.00 3.00 3.50 2.00 2.00
Standard
Deriation 1.11 .85 .80 .84 .96 .84 .90
standard
Error of
Mean .42 .14 .1.3 .37 .48 .1.3 .13
TABLE 58
Question 1.4: Clients will be sure of getting a pool studio if they book at short notice.
I Length of Employed: Type of station I Total
I
Employment
I
Up to 2 Longer ~ltimeiFQelanCeCommerci Public
I years than 2 a1 ,
I years I
ImEAL: Clients
get studio
at short
notice
!Strongly
1 1 1I disagree 116.7% 2.6% 2.5% 2.2%IDisagree 6 5 1 I 1 5 6
15.0% 12.8% 20.0% I 25.0% I 12.5% 13.0%
!Uncertain 2 10 9 2 1 9 12
IAgree 33.3% 25.0% 23.1% 40.0% 25.0% 22.5% 26.1%2 10 10 2 2 10 12
33.3% 25.0% 25.6% 40.0% 50.0% 25.0% 26.1%I 1 14 14 15 15,Strongly agree
I 16.7% 35.0% 35.9% 37.5% 32.6%
I 7 40 40 5 4 41 47
! 100.0% 100.0% 100.0t 100.0% 100.0% 100.0% 100.0%! !
I
3.33 3.80 3.79 3.20 3.25 3.83 3.74 IMean
Mode 3.00 5.00 5.00 3.00 4.00 5.00 5.00
Median 3.50 4.00 4.00 3.00 3.50 4.00 4.00
I Standard
I Deriation 1.37 1.09 1.15 .84 .96 1.15 1.12I
Standard
Error of
Mean .56 .17 .18 .37 .48 .18 .17
TABLE6A
Question 9.4: I often find my booked time double booked with other clients.
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Length of Empl.oyed: Type of· station Total.
Empl.oyment
Up to 2 Longer Fu1l.time Feel.ance Commerci Publ.ic
years than 2 al.
years
Often find rI¥
booked time
doubl.e
booked with
other
cl.ients
Strongl.y
disagree 9 7 1 7 9
24.3% 18.9% 20.0% 18.4% 20.5%
Disagr_ 5 21 23 3 3 23 26
71.4% 56.8% 62.2% 60.0% 75.0% 60.5% 59.1%
Uncertain 1 5 5 6 6
14.3% 13.5% 13.5% 15.8% 13.6%
Agree 1 2 2 1 1 2 3
14.3% 5.4% 5.4% 20.0% 25.0% 5.3% 6.8%
7 40 40 5 4 41 47
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 2.43 2.00 2.05 2.20 2.50 2.08 2.07
Mode 2.00 2.00 2.00 2.00 2.00 2.00 2.00
Madian 2.00 2.00 2.00 2.00 2.00 2.00 2.00
standard
Deviation .79 .78 .74 1.10 1.00 .75 .79
Standard
Error of
Maan .30 .13 .12 .49 .50 .12 .12
TABLE 6B
Question 1.5: Clients will never have their booked time double booked with other clients.
I,Qngth of Employed: Type of station Total
Empl.oyment
Up to 2 Longer Fu1l.tima F_l.ance Co=-rci Publ.ic
years than 2 al.
years
mEAL: Double
bookings
will not
occur
Strongly
disagree 1 1 1 1
2.S% 2.5% 2.4% 2.1%
Uncertain 1 3 3 1 1 3 4
14.3% 7.5% 7.5% 20.0% 25.0% 7.3% 8.S%
Agree 3 11 14 14 14
42.9% 27.5% 35.0% 34.1% 29.8%
Strongly agree 3 25 22 4 3 23 28
42.9% 62.5% 55.0% 80.0% 75.0% 56.1% 59.6%
7 40 40 5 4 41 47
100.0% 100.0% 100.0':1 100.0% 100.0% 100.0% 100.0%
Maan 4.29 4.47 4.40 4.60 4.50 4.41 4.45
Mode 4.00 5.00 5.00 5.00 5.00 5.00 5.00
Median 4.00 5.00 5.00 5.00 5.00 5.00 5.00
standard
Deviation .76 .85 .84 .89 1.00 .84 .83
Standard
E:J:ror of
Maan .29 .13 .13 .40 .50 .13 .12
TA8LE7A
Question 9.5: I prefer my booked time to be confirmed by fax.
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Length of Employed: Type of station Total
EmpJ.oyment
Up to 2 Longer FulJ.time FeeJ.ance Commerci PubJ.ic
years than 2 al
years
Prefer my
booked tima
to be!! I
confirmed by
fax
strongJ.y
disagree 2 1 1 2
5.6% 2.7% 2.6% 4.7%
Disagree 2 5 7 7 7
28.6% 13.9% 18.9% 18.4% 16.3%
Uncertain 2 9 10 1 1 10 11
28.6% 25.0% 27.0% 25.0% 33.3% 26.3% 25.6%
Agree 2 15 15 1 1 16 17
28.6% 41.7% 40.5% 25.0% 33.3% 42.1% 39.5%
strongJ.y agree 1 5 4 2 1 4 6
14.3% 13.9% 10.8% 50.0% 33.3% 10.5% 14.0%
7 40 40 5 4 41 47
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 3.29 3.44 3.38 4.25 4.00 3.39 3.42
Mode 2.00 4.00 4.00 5.00 3.00 4.00 4.00
Median 3.00 4.00 4.00 4.50 4.00 4.00 4.00
standard
Deviation 1..11 1.08 1..01 .96 1.00 1..00 1..07
Standard .~Error ofMean .42 .1.8 .17 .48 .58
TABLE 78
Question 1.6: The booking office staff will always confirm booked time by fax.
Length of Employed: Type of station Total
EmpJ.oyment
Up to 2 Longer Fullti.me F_lance Commerci Public
years than 2 al
years
mEAL: Bookings
wiJ.J. be
confirmed by
fax
strongJ.y
disagr_ 4 4 4 4
10.0% 10.0% 9.8% 8.5%
Disagree 2 7 8 1. 1. 8 9
28.6% 17.5% 20.0% 20.0% 25.0% 19.5% 1.9.19.
Uncertain 2 6 8 8 8
28.6% 15.0% 20.0% 19.5% 1.7.0%
Agree 2 12 1.3 1 1 13 14
28.6% 30.0% 32.5% 20.0% 25.0% 31..7% 29.8%
StrongJ.y agree 1 1.1. 7 3 2 9 12
14.3% 27.5% 17.5% 60.0% 50.0% 1.9.5% 25.5%
7 40 40 5 4 41 47
100.0% 100.0% 100.0% 100.0% 100.0% 1.00.0% 100.0%
Mean 3.29 3.48 3.29 4.20 4.00 3.32 3.45
Mode 2.00 4.00 4.00 5.00 5.00 4.00 4.00
Median 3.00 4.00 3.50 5.00 4.50 4.00 4.00
standard
Deviation 1.11 1..34 1.26 1.30 1..41 1..27 1..30
standard
Error of
Mean .42 .21. .20 .59 .71. .20 .19
TABLES
Question 1.3: The booking office staff will make it easy for clients to book a pools studio.
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I
Length of EIli>loyed: Type of station Total
! Employment
I
i Up to 2 Fulltime Feelance Commerci Public; Longer
i years than 2 alI
i years ,
,IDEAL: Booking
I
I office makei
I it easy to I,
! book
strongly Il disagree 1 1 1 1
\
I 14.3% 2.6% 2.5% 2.2%I
!Disagree 1 1 1 1
I 2.6%I 2.6% 2.5% 2.2%
;
!Uncertain 3 3 3 3
i 7.7% 7.7% 7.5% 6.5%
~Agree 2 13 12 3 2 12 15
i 28.6% 33.3% 30.8% 60.0% 50.0% 30.0% 32.6%
;Strongly agree 4 22 22 2 2 23 26
! 57.1% 56.4% 56.4% 40.0% 50.0% 57.5% 56.5%
:
I 7 40 40 , 5 4 41 47
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
i Mean 4.14 4.44 4.36 4.40 4.50 4.38 ; 4.39
:
I !
Mode 5.00 5.00 . 5.00 4.00 4.00 5.00
I
5.00
I
Median 5.00 5.00 5.00 4.00 4.50 5.00 5.00
i standard, I
i Deviation 1.46 .75
.93 .55 .58 .93 I .88
I
Standard
IError ofI Mean .55 .12 .15 .24 .29 .15 .13!
TABLE 9
Question 10: How often do you work with RPS pool production assistants?
; Length of Employed: 1Type of stati.on TotalI,
Employment
'Up to 2 Longer Full time Feelance Commerci Public
years than 2 al I
years I
!
~ How often do II you workII with
! Radiopark
I studios I
! pool I Iproduction I i
I assistants? ,
!Daily 4 13 16 1 1 16 17
! 26.7% 18.1% 21.9% 8.3% 5.3% 24.2% 19.5%
iTwo/three
!
i I
times/week 2 14 16 16 i 16; 13.3% 19.4% 21.9% 24.2% I 18.4%I
Once a week
; 6 6 6 6
8.3% 8.2% 9.1% 6.9%
Twice a month 4 1 2 1 I 1
r
4
i 5.6% 1.4% 16.7% 5.3% 1.5% 4.6%
Once a month 1 2 3 I 3 3
6.7% 2.8-% 4.1% 4.5% I
3.4%
ILess than I
once/month I 1 4 4 1 2 3 5
6.7% 5.6% 5.5% 8.3% 10.5% 4.5% 5.7%
,Never 7 29 27 8 15 21 36
, 46.7% 40.3% 37.0% 66.7% 78.9% 31.8% 41.4%I
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 2.38 2.53 2.37 3.75 4.25 2.29 2.51
Mode 1.00 2.00 1.00 4.00 6.00 1.00 1.00
Median 1.50 2.00 2.00 4.00 5.00 2.00 2.00
standard
Deviation 2.00 1.58 1.57 2.06 2.36 1.49 1. 63
standard
Error of
Mean .71 .24 .23 1.03 1.18 .22 .23
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How do you feel about RPS pool production assistants?
The pool production assistants are not always friendly to me.
ri
I II I Length of Employed: I Type of station Total! Employment i
j IUp to 2 Fullt~'Feelance PublicI Longer Commerci.I than 2 a1.\ I yearsI
I years
IpOOl production
Iass:ustants:I are not
, a1.ways Ii friendly
!Strongly
I
,
I disagree 3 6 9 9 9
I42.9% ~5.0% 20.9% 21.4%
,
19.1%i
jDisagree 2 20 19 3 i 3 18 22
I 28.6% 50.0% 44.2% 75.0% 75.0% 42.9% 46.8% !IUncertain 1 4 5 5 5
I 14.3% 10.0% 11. 6% 11.9% 10.6% I
,Agree 1 7 8 8 e I
14.3% 17.5% 18.6% 19.0% 17.0% IStrongly agree 3 2 1 1 2 3
7.5% 4.7% 25.0% 25.0% 4.8% 6.4% I!
!8 43 46 4 ! 4 45 51.
I 100.0% 1.00.0% 1.00.0% 100.0% 100.0% 100.0% 100.0% iI Mean 2.00 2.53 2.42 2.75 2.75 2.43 2.45 !
Mode 1.00 2.00 2.00 2.00 2.00 2.00 2.00 i
Median 2.00 2.00 2.00 2.00 2.00 2.00 2.00
Standard
I
Deviation 1.15 1.18 1.16 1.50 1.50 1.17 1.18
Standard
Error of
I Mean .44 .19 .18 .75 .75 .18 .17
TABLE 10A
Question 11:
Question 11.1:
TABLE 10B
Question 1.7 The production assistants will always be friendly to clients.
Loongth of Employed: Type of station Total.
Empl.oyment
Up to 2 Longer Fu.l.1 time F_lance Commerc:i. Public
years than 2 a1.
years
mEAL:
Production
ass:i.stants
friendly
strongl.y
di.sagr... 1. 1. 1. 1
2.3% 2.2% 2.3% 2.0%
Disagree 2 3 5 5 5
28.6% 7.0% 11.1% 1.1. 4% 10.0%
Uncerta:in 2 2 4 4 4
28.6% 4.7% 8.9% 9.1% 8.0%
Agr- 15 1.3 2 2 12 15
34.9% 28.9% 50.0% 50.0% 27.3% 30.0%
strongl.y agr- 3 22 22 2 2 22 25
42.9% 51.2% 48.9% 50.0% 50.0% 50.0% 50.0%
8 43 46 4 4 45 51.
100.0% 100.0% 100.0% 100.0% 1.00.0% 1.00.0% 100.0%
Mean 3.57 4.26 4.11. 4.50 4.50 4.11 4.16
Mode 5.00 5.00 5.00 4.00 4.00 5.00 5.00
Median 3.00 5.00 4.00 4.50 4.50 4.50 4.50
standard
Deviation 1..40 1.00 1.11 .58 .58 1.13 .1. 08
standard
Error of
Mean .53 .15 .17 .29 .29 .1.7 .15
TABLE 11A
Question 11.2: They are very helpful in solving problems.
llO
Length of Emp~oyed: Type of station TotaJ. IiEmp~oymant i
Up to 2 Longer FuJ.~bme F_~ance CO%lllllerci Pub~i.c i
year. than 2 aJ.
ye~s
.
1Very he~pfu1 in
so~nng
I prob~ems
Strong~y
,
disagree , 2 ]. 1. 2
4.9% 2.3% 2.4% 4.2%
Disagree 3 6 9 9 9
IUncertain 42.9% 14.6% 20.9% 21.4% 1.8.8% i14 14 1 13 14
IAgree 34.1% 32.6% 25.0% 31.0% 29.2%
I
i3 13 13 3 2 13 1.6I 42.9% 31.7% 30.2% 75.0% 50.0% 31.0% 33.3%
Strong~y
agree 1. 6 6 1. 1. 6 7
14.3% 14.6% 14.0% 25.0% 25.0% 1.4.3% 14.6%
8 43 46 4 4 45 51
100.0% 100.0% 100.0% 1.00.0% 100.0% 1.00.0% 100.0% I
Mean 3.29 3.37 3.33 4.25 4.00 3.33 3.35 I
Mode 2.00 3.00 3.00 4.00 4.00 3.00 4.00
Median 4.00 3.00 3.00 4.00 4.00 3.00 3.00 i
sta.ncLard
I
Devi.ation 1.25 1.07 1..04 .50 .82 1.05 1.08
Standard
Error of IMean .47 .1.7 .16 .25 I .41 .16 .16
TABLE 11B
Question 1.8: The production assistant will always be helpful in solving clients' problems.
Length of Emp~oyed: Type of station Total
Emp~oyment
Up to 2 Longer Fu1ltime Feelance Commerci Public
year. than 2 a1
years
IDEAL:
Production
assistants
helpfu1
Oisagr_ 2 2 4 4 4
28.6% 4.7% B.9% 9.1% B.O%
Uncertain 2 5 7 7 7
2B.6% 11..6% 1.5.6% 15.9% 14.0%
Agree 1 14 14 1 2 13 15
14.3% 32.6% 31.1% 25.0% 50.0% 29.5% 30.0%
Strongly agr- 2 22 20 3 2 20 24
2B.6% 51.2% 44.4% 75.0% 50.0% 45.5% 4B.0%
B 43 46 4 4 45 51
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 3.43 4.30 4.11 4.75 4.50 4.11 4.1B
Moda 2.00 5.00 5.00 5.00 4.00 5.00 5.00
Median 3.00 5.00 4.00 5.00 4.50 4.00 4.00
Standard
oev.iation 1.27 .86 .98 .50 .5B .99 .96
standard
Error of
Mean .48 .13 .15 .25 .29 .15 .1.4
TABLE 12A
Question 11.3: I think the expertise of pool production assistants in operating studio equipment is
excellent
III
Length of Employed: Type of station Total
Employment
Up to 2 Longer Fulltime Feelance Commerci Public
years than 2 al
years
Think expertise
of pool
production
assistants
in operation
studio
equipment is
excellent
strongly
disagree 1 8 9 9 9
14.3% 19.0% 20.5% 20.9% 18.4%
Disagree 1 11 11 1 11 12
14.3% 26.2% 25.0% 25.0% 25.6% 24.5%
Uncertain 2 8 9 1 2 8 10
28.6% 19.0% 20.5% 25.0% 50.0% 18.6% 20.4%
Agree 3 9 11 1 1 11 12
42.9% 21.4\ 25.0% 25.0% 25.0% 25.6% 24.5%
strongly agree 6 4 1 1 4 6
14.3% 9.1% 25.0% 25.0% 9.3% 12.2%
8 43 46 4 4 45 51
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
MQan 3.00 2.86 2.77 3.50 3.75 2.77 2.88
Mode 4.00 2.00 2.00 2.00 3.00 2.00 2.00
Median 3.00 3.00 3.00 3.50 3.50 3.00 3.00
standard
Deviation 1.15 1.35 1.29 1.29 .96 1.31 1.32
Standard
Error of
Mean .44 .21 .19 .65 .48 .20 .19
TABLE 12B
Question 1.9: The production assistants will always treat your artists and quests with respect
Il2
Length of Employed: Type of station Total
Employment
Up to 2 Longer Full time Feelance commerci Public
years than 2 al
years
mEAL:
Production
assistants
treat
artists/
guests with
respect
strongly
disagree 1 1 1 1
2.3% 2.2% 2.3% 2.0%
Disagree 1 1 2 2 2
14.3% 2.3% 4.4% 4.5% 4.0%
Uncertain 2 4 6 6 6
28.6% 9.3% 13.3% 13.6% 12.0%
Agree 1 9 9 1 1 9 10
14.3% 20.9% 20.0% 25.0% 25.0% 20.5% 20.0%
strongly agree 3 28 27 3 3 26 31
42.9% 65.1% 60.0% 75.0% 75.0% 59.1% 62.0%
8 43 46 4 4 45 51
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 3.86 4.44 4.31 4.75 4.75 4.30 4.36
Mode 5.00 5.00 5.00 5.00 5.00 5.00 5.00
Median 4.00 5.00 5.00 5.00 5.00 5.00 5.00
Standard
Deviation 1.21 .93 1.02 .50 .50 1.02 .98
standard
Error of
Mean .46 .14 .15 .25 .25 .15 .14
TABLE 13A
Question 11.4: They do not treat my guests I artists with respect
II3
L.ngth of Empl.oyed: Type of sta.tion Tot-.l.
Empl.oyment
Up to 2 Longer Ful.l.time F_l.ance C01DDIllrc:L PubJ.ic
years than 2 a1
y.ars
They do not
treat my
gue.ts/
arti.ts with
respect
Strongl.y
di.....gr_ 7 6 1 1 6 7
17.5%' 14.0%' 33.3% 25.0%' 14.3% 14.9%'
Disagr_ 5 15 19 1 1 19 20
71.4%' 37.5%' 44.2% 33.3%' 25.0%' 45.2% 42.6%'
Uncertain 2 11 12 1 11 13
29.6'11 27.5%' 27.9% 25.0%' 26.2%' 27.7%
Agr- 6 6 6 6
15.0%' 14.0% 14.3% 12.8%
Strong1y ...gr- 1 1 1 1
2.5%' 33.3% 25.0% 2.1%
9 43 46 4 4 45 51
100.0'11 100.0'11 100.0% 100.0%' 100.0%' 100.0% 100.0%
Mean 2.29 2.49 2.42 2.67 2.75 2.40 2.45
Mode 2.00 2.00 2.00 1.00 1.00 2.00 2.00
Madi.an 2.00 2.00 2.00 2.00 2.50 2.00 2.00
Standard
O..vj.a.tion .49 1.04 .91 2.08 1.71 .91 .97
Standard
Error of
Mean .19 .16 .14 1.20 .95 .14 .14
TABLE 13B
Question 1.10: The production assistants will be knowledgeable about operating studio equipment.
Length of Employed: Type of station Total.
Emplo~t
Up to 2 Longer Fu1ltime F_lance COJrIlDArci Public
years than 2 al.
yeoara
mEAL:
Production
assistants
knowledgable
about studio
equipzDll%lt
strongly 2 2 2 2disagree 4.7% 4.4% 4.5% 4.0%
1 1 2 2 2Disagr- 2.3% 4.4% 4.5% 4.0%14.3%
2 4 5 1 5 6Uncertain 9.3% 11.1% 25.0% 11. 4% 12.0%28.6%
1 9 10 1 9 10
.Agree
14.3% 20.9% 22.2% 25.0% 20.5% 20.0%
3 27 26 3 3 26 30strongly agree
42.9% 62.8% 57.8% 75.0% 75.0% 59.1% 60.0%
8 43 46 4 4 45 51
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
3.86 4.35 4.24 4.50 4.75 4.25 4.28MIlan 5.00 5.00 5.00 5.00 5.00 5.00Mode 5.00 5.00 5.00 5.00 5.00 5.00 5.00Median 4.00
standard 1.07 1.11 1.00 .50 1.12 1.09Deviation 1.21
Standard
Error of
.50 l .25 .17 .15Mean .46 .16 .17
TABLE 14
Question 11.5: They are always willing to help me.
LQngth of Employed: Type of station Total I
i I Employment
I !Up to 2 iFulltime'Feelance commerci1 PublicLonger
years than 2
al I,I years
I
IThey are always I III willing to
I
I, help me
;Strongly i
idisagree I 2 1 I 1 I 2; i i !I 4.9% 2.3% j ) 2.4% I 4.2%I 5 I I1Disagree 1 6 6 6 I
14.3% 12.2% 14.0% 14.3% 12.5%
:
:Uncertain 2 9 10 1 9 10
} 29.6% 19.5% 23.3% 25.0% 21.4% 20.8%
'Agree 3 20 20 3 2 20 23
! 42.9% 48.8% 46.5% 75.0% 50.0% 47.6% 47.9%I
Strongly agree 1 6 6 1 1 6 7
, 14.3% 14.6% 14.0% 25.0% 25.0% 14.3% 14.6%I
8 43 I 46 4 4 45 I 51 I
I 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% Ii !
Mean 3.57 3.56 3.56 4.25 4.00 3.57 3.56
Mode 4.00 4'.00 4.00 4.00 4.00 4.00 4.00
Median 4.00 4.00 4.00 4.00 4.00 4.00 4.00
,
standardI
; Deviation .98 1.05 .98 .50 .82 .99I 1.03
, standard
Error of
Mean .37 .16 .15 .25 .41 .15 .15
:
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TABLE 15A
Question 6:
Question 6.1:
Now please tell us how you feel about RPS' technicians in the maintenance section.
The technicians are not always friendly to me.
115
I .-r.-nqth of Emp~oyed.: Type of at.tion Tot&.1Empl.oyment
Up to 2 Longer Ful.1.~ Fee1a.nc. CODllD8rci Pub1.ic
year. than 2 a.J.
yeara
Radiopark
Studio.'
technician.
in the
ma.i.nt-nanc_
section are:
not a.J.wa.ya
friendJ.y to
me
strongl.y
disagree 4 1.3 1.5 1. 2 1.4 1.7
30.8% 1.8.6% 21.7% 8.3% 1.1..1% 22.2% 20.5%
Diaagr_ 2 35 33 4 7 30 37
1.5.4% 50.0% 47.8% 33.3% 38.9% 47.6% 44.6%
Uncextain 2 2 4 4 4
1.5.4% 2.9% 5.8% 6.3% 4.8%
Agr- 5 15 1.3 6 6 13 20
38.5% 21..4% 18.8% 50.0% 33.3% 20.6% 24.1%
strong-l.y agr- 5 4 1 3 2 5
7.1% 5.8% 8.3% 1.6.7% 3.2% 6.0%
15 72 73 12 19 66 87
100.0% 1.00.0% 1.00.0% 1.00.0% 100.0% 1.00.0% 1.00.0%
Mean 2.62 2.49 2.39 3.17 3.06 2.35 2.51
Moda 4.00 2.00 2.00 4.00 2.00 2.00 2.00
Median 3.00 2.00 2.00 4.00 3.00 2.00 2.00
standard
Deviati.on 1..33 1..22 1..19 1..27 1..39 1..1.4 1.23
Standard
Error of
Mean .37 .15 .1.4 .37 .33 .14 .1.4
TABLE 15B
Question 1.11: The technicians will always be friendly to clients.
Length of Employed: Type of station 'rota.l
Employment
Up to 2 Longer Fulltima Feelance C01lIlIQrci Public
yeara than 2 a.l
year.
IDEAL:
Techniciana
friendly
4 4Disagree 1 3 4
7.7% 5.2% 6.8% 7.5% 5.6%
uncertain 2 3 5 5 5
15.4% 5.2% 8.5% 9.4% 7.0%
Agree 6 22 23 5 10 18 28
46.2% 37.9% 39.0% 50.0% 62.5% 34.0% 39.4%
Strongly agree 4 30 27 5 6 26 34
30.8% 51.7% 45.8% 50.0% 37.5% 49.1% 47.9%
! 15 72 73 12 19 66 87;
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 4.00 4.36 4.24 4.50 4.38 4.25 4.30
Mode 4.00 5.00 5.00 4.00 4.00 5.00 5.00
Median 4.00 5.00 4.00 4.50 4.00 4.00 4.00
Stan.d.aJ:d
Deviation .91 .81 .88 .53 .50 .92 .83
Standard
Error of
Mean .25 .11 .11 .17 .13 .13 .10
TABLE 16A
Question 6.2: They are always willing to help me.
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Length o:f Emp~oyad: Type of station Tota1
Emp~oymoont
Up to 2 Longer FuJ.~time Feel.ance Ccmmerci Publ.i.c
years than 2 a1
years
Are al.ways
wil.~ing to
he~p me
strongl.y
disagree 1 1 1 1
7.7% 1.4% 1.6% 1.2%
Diaagr_ 4 4 7 1 1 7 8
30.8% 5.6% ~O.O% 8.3% 5.6% 10.9% 9.5%
Uncertain 2 9 8 3 2 8 11
15.4% 12.7% 11.4% 25.0% 11.1% 12.5% 13.1%
Agr- 6 41 40 6 11 36 47
46.2% 57.7% 57.1% 50.0% 61.1% 56.3% 56.0%
strong~y agree 17 14 2 4 12 17
23.9% 20.0% 16.7% 22.2% ~8.8% 20.2%
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 1.00.0% 1.00.0% 100.0% 1.00.0%
Mean 3.00 4.00 3.84 3.75 4.00 3.80 3.85
Mode 4.00 4.00 4.00 4.00 4.00 4.00 4.00
Median 3.00 4.00 4.00 4.00 4.00 4.00 4.00
Standard
Deviation 1.08 .77 .91. .87 .77 .93 .90
Standard
Error of
Mean .30 . 09 .1.1. .25 .18 .1.2 .1.0
TABLE 16B
Question 1.12: The technicians will always be willing to help clients.
Length of Employed: Type of station Tota.1
Employment
Up to 2 Longer Full time Feelance Commerci Public
years than 2 a.1
years
IDEAL:
Technicians
willing to
help
Disagree 1 2 3 3 3
7.1% 2.8% 4.2% 4.7% 3.5%
Uncertain 4 5 9 9 9
28.6% 7.0% 12.7% 14.1% 10.6%
Agree 4 26 24 6 12 18 30
28.6% 36.6% 33.8% 50.0% 63.2% 28.1% 35.3%
strongly agree 5 38 35 6 7 34 43
35.7% 53.5% 49.3% 50.0% 36.8% 53.1% 50.6%
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 3.93 4.41 4.28 4.50 4.37 4.30 4.33
Moda 5.00 5.00 5.00 4.00 4.00 5.00 5.00
Median 4.00 5.00 4.00 4.50 4.00 5.00 5.00
Standard
Deviation 1.00 .75 .85 .52 .50 .89 .81
standard
Error of
MIlan .27 .09 .10 .15 .11 .11 .09
TABLE 17A
Question 6.3: The technicians do not attend to my complaints promptly.
II7
I - Length of Emp1oyed.: Type of station Tot&1Emp10ymentUp to 2 Longar FuJ.1t:ima FeoU.iU1ce COJIIIIl8rci Pub1ic
year. thAon 2 al.
year.
Technioians do
not attend
to my
comp1aint.
prompt1y
Strong1y
di.sagree 1 8 9 1 8 9
7.7% 11.3% 12.9% 5.6% 12.5% 10.7%
Disagree 5 38 36 7 11 31 43
38.5% 53.5% 51.4% 58.3% 61.1% 48.4% 1 51.2%
Uncertain 2 10 10 1 2 10 12
15.4% 14.1% 14.3% 8.3% 11.1% 15.6% 14.3%
Agr- 4 11 12 2 2 12 15
30.8% 15.5% 17.1% 16.7% 11.1% 18.8% 17.9%
Strong1y agr_ 1 4 3 2 2 3 5
7.7'11 5.6'11 4.3% 16.7% 11.1% 4.7% 6.0%
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
lotIltan 2.92 2.51 2.49 2.92 2.61 2.55 2.57
Mode 2.00 2.00 2.00 2.00 2.00 2.00 2.00
lotIltdi.an 3.00 2.00 2.00 2.00 2.00 2.00 2.00
Standard
Deviation 1.19 1.07 1.06 1.24 1.14 1.08 1.09
Standard
:Error of
Mean .33 .13 .13 .36 .27 .14 .12
TABLE 17B
Question 1.13: The technicians will give prompt attention to clients complaints.
Length of Employed: Type of station Total
EIllployment
!
I Up to 2 Longer FuJ.ltime Feelance Commerci Public
1 years than 2 al
years
I I
; IDEAL: ! I! Technicians ,
I give prorapt:
! attention to
clients'
coraplainta
4 4 4iDisagrae 2 2
I 14.3% 3.4% 6.7% I 7.4% 5.6%
UncQrtain 1. 7 7 1 2 6 8
i 7.1% 12.1% 11.7% 10.0% 12.5t 11.1% 11.1%
I I 4 19 21 2 6 17 23Agree, 28.6% 32.8% 35.0% 20.0% 37.5% 31.5% 31.9%
I I 7 30 28 7 8 27 37:Strongly agree
I
I
50.0% 51.7% 46.7% 70.0t 50.0% 50.0% 51.4%
15 72 73 12 19 66 87
I 100.0% 100.0% 100.0% 100.0t 100.0% 100.0% 100.0%
I Mean 4.14 4.33 4.22 4.60 I 4.38 4.24 4.29I Mode 5.00 5.00 5.00 5.00 5.00 5.00 5.00I 4.50 5.00 4.00 5.00 4.50 4.50 5.00I Median
Standard
Deviation 1.10 .82 .90 .70 .72 .93 .88
Standard
Error of IMean .29 .il .12 .22 .18 .13 .10I
liS
TABLE 18A
Question 6.4: The technicians I deal with have adequate knowledge of the studio equipment
Length of Emp~oyed.: Type of atation Totu
Emp~oym.nt
Up to 2 Longer FuJ.~time F_~ance C~rci Pul:>~ic
year. than 2 al.
yeara
Technician.
hav.
adequate
know1ed.ge of
atudi.o
equipment
Strong1y
di.aagr_ 3 1. 1. 1. 1. 3
4.2'11 1..4% 8.3'11 5.6% 1..6'11 3.6'11
Diaagr_ 2 4 6 6 6
1.5.4% 5.6'11 8.6'11 9.4'11 7.1.'11
Uncertain 2 6 6 1. 1. 7 8
1.5.4'11 8.5'11 8.6'11 8.3'11 5.6'11 1.0.9'11 9.5'11
Agree 8 45 43 10 15 37 53
61..5% 63.4% 61..4% 83.3% 83.3'11 57.8% 63.1.%
Strong1y agree 1. 13 1.4 1. 1.3 1.4
7.7% 18.3% 20.0% 5.6% 20.3% 1.6.7'11
1.5 72 73 1.2 1.9 66 87
100.0'11 100.0% 100.0% 100.0'11 100.0'11 100.0'11 100.0%
:Mean 3.62 3.86 3.90 3.67 3.83 3.86 3.82
Mod8 4.00 4.00 4.00 4.00 4.00 4.00 4.00
M8cti.an 4.00 4.00 4.00 4.00 4.00 4.00 4.00
standard
Denation .87 .93 .87 .89 .79 .91. .92
Standard
Error of
MoRan .24 .1.1. .10 .26 .1.9 .11. .1.0
TABLE 18B
Question 1.15: The technicians will have adequate knowledge of the studio equipment.
.2Mean
! Length of Employed: Type of .t&tion Tot&!
\
i Employment
I
Up to 2 Longer Fu1ltime Feelancel~mmerci Public
years than 2
years I ii I
Iim EAL:I Technicians
I
have Iadequate
knowledge of
,
I studioI equipment 3 4 4 4Disagree 1
! 6.7% 4.2% 5.6% 6.2% 4.7%
!Uncertain 1 4 5 5 5
I 6.7% 5.6% 6.9% 7.7% 5.8%I 2 23 20 5 10 15 25Agree
13.3% 32.4% 27.8% 41.7% 52.6% 23.1% 29.1%
Strongly 11 41 43 7 9 41 52agree
73.3% 57.7% 59.7% 58.3% 47.4% 63.1% 60.5%
15 72 73 12 19 66 S7
100.0% 100.0% 100.0\ 100.0% 100.0% 100.0% 100.0%
4.53 4.44 4.42 4.58 4.47 4.43 4.45Mean
Mode 5.00 5.00 5.00 5.00 4.00 5.00 5.00
Median 5.00 5.00 5.00 5.00 4.00 5.00 5.00
standard
.S5 .51 .51 .SS ,SlDeviation .92 .79
Standard !
Error of
.15 .12 .11 .094 .09 .10
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TABLE 19A
Question 6.5: The technicians always tell me by when the equipment I use is to be repaired.
LAngth of Emp~oyed: Type of station Tot~
Emp~OymRnt
Up to 2 Longwar Fu1~ti.moo F_~ance C~rci Pub~ic
years than 2 ~
years
Technicians
uways sa.y
by when
eqW.pmant J:
us. i. to be
repaired.
strong~y
d.i.sa.gree 1. 6 6 1 2 5 7
7.7% 8.6% 8.7% 8.3% 11.1% 7.9% 8.4%
Disagree 7 16 20 3 2 20 23
53.8% 22.9% 29.0% 25.0% 11.1% 31.7% 27.7%
Uncertain 2 24 21 4 8 18 26
15.4% 34.3% 30.4% 33.3% 44.4% 28.6% 31.3%
Agree 2 21 19 3 4 18 23
15.4% 30.0% 27.5% 25.0% 22.2% 29.6% 27.7%
strong1y agree 1 3 3 1 2 2 4
7.7% 4.3% 4.3% 8.3% 11.1% 3.2% 4.8%
15 72 : 73 12 1.9 66 87
100.0% 1.00.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 2.62 2.99 2.90 3.00 3.11 2.87 2.93
Mod.e 2.00 3.00 3.00 3.00 3.00 2.00 3.00
Med.i.an 2.00 3.00 3.00 3.00 3.00 3.00 3.00
stand.a.rd.
Deviation 1.12 1.03 1.05 1.13 1.13 1.02 1.05
Stand.a.rd.
Error of
Mean .31 .12 .13 .33 .27 .13 .11
TABLE 19B
Question 1.14: The technician will tell clients precisely by when the facility equipment will be repaired.
1.01
.:1.2
9
12.7'i
14
:'9.7'i
30
42.3'i
17
23.9%
87
:1.00.0%
3.75
4.00
4.00
1.03
.).4
9
17.0li
10
18.9%
21
39.6%
13
24.5%
66
100.0%
3.72
4.00
4.00
.26
I Type of stat10n ITo~
.2.1.
1 4
10.0~ ~5.0'"
5 7
50.0li ~3.8'i
4 4
40.0t 25.0'i
12 1.9
100.0% 100.0%
4.30 3.81
4.00 4.00
4.00 4.00
.67 1.05
Emp10yed:
.13
1.03
9
15.3.
1.3
22.0"
24
40.7.
12
20.3%
73
100.0%
3.63
4.00
4.00
.13
.97
6
10.3.
:t1.
:'S.O'!
27
46.6%
13
22.4'!
72
100.0li
3.78
4.00
4.00
.33
Length of
Emp10yment
1.19
23·~·123.:'~ I
3
23.:1.. II
30.:li I
I
I
I
I
1.5
100.0%
3.62
5.00
~.OO
Mean
Moda
Median
S ta:oda.rd.
D4n-ia.tion
S tancia--c.
:E::or of
Mean
!Agree
!strong1y agree
I
I Fee1ancelcommarci I Ii h,Jp to 2 Longer I Ful.~ t3.me Pub1ic I
I I years than 2 I I 1&1
I Ii ! years J I
I
I IimEAL: I Ii Techn.i.cians : I ItaJ.~ c1ients! I
prec:;i.saJ.y by I I Iwhen: fa.ci1i.ty i
,
_qu:i.pmoont ! I J II j I
J
wil.l. be , I I i, repaired.;st:ong~y
\
I I I" cb.sa.~ 1- 1. 1. 1I 1.7% 1.7li 6.3' 1.4%
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TABLE 20A
Question 6.6: When they install new equipment in the allocated studio, they do not always show me how
to use it
~---------- - ----- ---~.- -----_..._-.-------.
ILength of Empl.oyed: Type of station Total.
Emp.loymant
Up to 2 Longer Ful.l. time Feel.ance Co_rei Publ.ic
years than 2 al.
years
When new
aqu1pement
ia inatal.l.ed
they do not
al.way.. ..how
...... how to
ua.. it
strongl.y
diaagr_ l. 4 5 1. 4 5
7.7% 5.8% 7.2% 5.6% 6.3% 6.1%
Disagr_ .18 .17 .1 4 .14 .18
26 • .1% 24.6% 9 • .1% 22.2% 22.2% 22.0%
Uncertain 2 .17 .15 4 7 .12 .19
15.4% 24.6% 21..7% 36.4% 39.9% 19.0% 23.2%
Agr- 9 26 29 5 5 29 35
69.2% 37.7% 40.6% 45.5% 27.8% 46.0% 42.7%
strongl.y agr_ 1 4 4 .1 .1 4 5
7.7% 5.8% 5.8% 9 • .1% 5.6% 6.3% 6.1%
.15 72 73 12 .19 66 87
100.0% .100.0% .100.0% .100.0% 100.0% .100.0% .100.0%
Mooan 3.69 3 • .12 3.1.3 3.55 3.06 3.24 3.21
Mode 4.00 4.00 4.00 4.00 3.00 4.00 4.00
Mood:ian 4.00 3.00 3.00 4.00 3.00 4.00 3.00
standard
Deviation .95 1.05 1.08 .92 1.00 1.07 1.05
standard
Error of
Mooan .26 .13 • .13 .25 .24 .14 .12
TABLE 20B
Question 1.17: When new equipment is installed the technicians will show clients how to use it.
Length of
Empl.oyJDeDt
Type of station
Up to 2Iyear.. Loncporthan 2years Ful.l.t:i.me F"1.anc.l~ommarciI
Publ.ic
Total. \I
\
1 . .12
.13
3
4.2%
6
8.5%
.1.1
.15.5%
25
35.2' I
36~:'ll I
87
1.00.0%
3.92
5.00
4.00
.16
.1 . .18
3
5.7'
5
9.4%
.l7.~% I
.18
34.0%
1.8
34.0%
66
1.00.0%
3.81.
4.00
4.00
.22
.89
.1
6.3%
2
12.5%
7
43.8'
6
37.5'
.19
1.00.0%
4.1.3
4.00
4.00
.70
.22
.1
.10.0%
4
40.0%
5
50.0%
.12
1.00.0%
4.40
5.00
4.50
.1.5
1.1.6
3
5.1.%
6
1.0.2%
10
.16.9%
21.
35.6'
1.9
32.2%
73
1.00.0%
3.80
4.00
4.00
.16
1..1.9
3
5.2'
6
1.0.3'
9
1.5.5%
1.8
31..0'
22
37.9%
72
1.00.0%
3.86
5.00
4.00
.69
.1.9
2
.15.4%
7
53.8%
4
30.8% I
1.5
1.00.0%
4.1.5
4.00
4.00
\
Mean
Mode
Moodian
Standard
Devi-ation
Standard
Error of
Mean
!Agree
I
I
I
;; Strong.ly agree \
j I
\ mEAL: I
I Technicians,
! show cl.ients
how to use
I new, equ:i.pment
:strongl.y! disagr_
i
!Disagr-
I
.Uncertain
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TABLE 21
Question 1.16: The technicians will tell clients what the cause of faulty equipment in the studio is.
Length of
Employment
3
5.2%
3 6
23.1% 10.3;
3 12
23.1% 20.7%
6 21
46.2% 36.2%
1 16
7.7% 27.6%
Full tilDe IFeelanceIcommerci
I ial
I I
Employed:
!
!
3
4.2%
9
12.7%
15
21.1%
27
38.0%
17
23.9%
3
5.7%
9
17.0%
8
15.1%
21
39.6%
12
22.6%
Puillic
7
43.6%
6
37.5%
3
18.8%
i 'r\'?e of stata.en [ Total
I
I
I
I
3
30.0%
3
30.0%
4
40.0%
3
5.1%
9
l:.:i
12
20.3%
24
40.7%
11
18.6%
I II
;
I
I
Longer
than 2
years
/
Up to 2
years
Strongly agree
i
:mEAL:
I
Technician"
will tell
clients
cause of
faulty
equipment in
! studio
IStrongly
! disagree
IDisagree
IUncertain
I
!Agree
.13
1.11
87
100.0%
3.65 I
4.00
4.00
.16
1.18
66
100.0%
3.57
4.00
4.00
.19
.77
19
100.0%
3.75
3.00
4.00
.88
.28
12
100.0%
4.10
S.DD
4.00
.15 I
1.12
73
100.0%
3.53
4.00
4.00
.15
1.14
72
100.0%
3.71
4.00
4.00
I
::: J"------'---.:..-~-_---...-..--
15
100.0%
3.38
4.00
4.00
Mean
Mode
MediilIl
Standard
Deviation
standard
Error of
Mean
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TABLE22A
Question 6.8: They give prompt service during working hours (07:30-16:00).
LQngth of Emp~oyad: I Type of statj.on Tot&l.
Empl.oyment I; I
, Up to 2 Longer Ful.~t:i.J»e Feel.anc·lcommarc~ Pub~;ic,
years than 2 ' al.
I yearsI
. They gi.v ..
, prompti
8er'Vice
; durj.ng
i normal.
! workj.ng Ihours (07: 30i
-
16:00) I
:Dj.sagr_ 3 6 8 ~ : ~ 8 9I
I 23.1% 8.6%
I
11.6% 8.3% 5.6% 12.7% 10.8%i
Uncertrin 4 15 15 3 4 14 19
, 30.8% 21..4% 21.7% 25.0% 22.2% 22.2% 22.9%
:J>.qr- 4 35 33 5 9 29 39
30.8% 50.0% 47.8%' 41.7% 50.0% 46.0% 47.0%
Strong~y a.gree 2 14 13 3 I 4 12 16
I 15.4% 20.0% 18.8% 25.0% I 22.2% 1.9.0%' 1.9.3%
I 15 72- 73 12 I 19 66 87I 100.0% 100.0% 100.0% 1.00.0% 1.00.0% 100.0%' 100.0%Mean 3.38 3.81 3.74 3.83 3.89 3.71 3.75Mode 3.00 4.00 4.00 4.00 4.00 4.00 4.00
I Mectian 3.00 4.00 4.00 4.00 4.00 4.00 4.00
Standard ,
Oev:i.a.bon 1.04 .86 .90 .94 .83 .92 .90
, Standard
I :Error of
f Mean .29 .10 .11 .27 .20 .12 .10
TABLE22B
Question 1.18: The technicians will give prompt service during normal hours (07:30-16:00).
.OB
.78
.10
.82
.14
.61
.14
.49
.10
.81
.09
.75
.22
.86
Mood:i.an
Standard
Oev:i.,.,t:i.on
standard
Error of
Mean
Length of Emp1oyed: 'l'ype of .. tat~on Total.
Emp1oymant
Up to 2 Longer Fu11t:i=8 F_1ance co~rci Pub1j.c
year. than 2 &l.
year.
,
I:IDEAL:Technj.c;iana: gi.ve prompt Iserv:ice
durj.ng
hour.i
Ino=a.1(07: 30 -16:00) 3 3 3O:i.sa.gr_ 3
4.2% 4.2%' 4.6% 3.5%
Uncartrin 4 2 6 1 5 6
26.7% 2.8% 8.3% 5.3% 7.7% 7.0%
I 4 24 24 4 6 22 28Agr_
I
26.7% 33.8% 33.3% 33.3% 31..6% 33.8% 32.6%
Strong1y agr_ 7 42 39 8 12 35 49
46.7% 59.2% 54.2% 66.7% 63.2% 53.8% 57.0%
,
1.5 72 73 12 19 66 87
100.0% 100'.0% 100.0% 100.0% 100.0% 100.0% 100.0%! 4.48 4.38 4.67 4.58 4.37 4.43Mean 4.20
Mode 5.00 5.00 5.00 5.00 5.00 5.00 5.00
4.00 5.00 5.00 5.00 5.00 5.00 5.00
TABLE23A
Question 6.7: They do not give prompt service after hours during weekdays.
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Length of Emp~oyed: Type of stat:i.on ':L'otu !
Empl.oyment
!
, Up to 2 Longer Ful.l. ti.me F_1.ance CO'JDDarci P'UbJ.ic
y ..ars than 2 u
years
':L'hay do not
g:i.v. prompt
.erviee
ut..r hours
during
weekdays
,
Strongl.y
d:i.sagr_ 1. 4 5 5 5
, 7.7% 5.7% 7.2% 7.9% 6.0%
,Dia_gr_ 2 14 15 1 4 12 16
1.5.4% 20.0% 21.. 7% 8.3% 22.2% .1.9.0% 19.3%
Unc..rta..i.n 5 22 24 3 6 2.1. 27
38.5% 31.4% 34.8% 25.0% 33.3% 33.3% 32.5%
Agree 4 20 20 3 4 .1.9 24
30.8% 28.6% 29.0% 25.0% 22.2% 30.2% 28.9%
Strong1y agr_ .1. 10 5 5 4 6 .1.1
I 7.7% 14.3% 7.2% 41.7% 22.2% 9.5% 13.3%
I
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Me...n 3.15 3.26 3.07 4.00 3.44 3.14 3.24
Moo..
,
3.00 3.00 3.00 5.00 3.00 3.00 3.00
Med:i.an I 3.00 3.00 3.00 4.00 3.00 3.00 3.00Standard
D.vi...tion .1..07 .1..11 1.05 1.04 1.10 .1..09 1.10
Standard
Error of
Me...n .30 .1.3 .1.3 .30 .26 .14 .1.2
TABLE23B
Question 1.19: The technicians will give prompt service after 16:00 on weekdays.
-
Length of Emp1.oyed: Type of atation ':L'ota1.
Emp.1.oyment
Up to 2 Longer Fu1..1.tim. F_1.a.nc. CO%DIXl8rci Pub.1.ic
y ..ars than 2 a.l.
years
:IDEAL:
':L'achn:i.ciana
g:i.va prompt
I!IQrviea
a£ter 16:00
on weekdays
strong1y
d:i.saqr_ 2 2 2 2
2.9% 2.8% 3.1% 2.4%
Diaagree 2 6 8 1. 7 9
13.3% 9.6% 11.3% 5.3% 10.9% 9.4%
Uncertain 3 7 10 2 9 10
20.0% 10.0% 14.1.% 10.5% 12.5% 11.8%
Agree 8 29 31 5 8 28 37
53.3% 41.4% 43.7% 41.7% 42.1% 43.8% 43.5% I
strong.1.y &9%_ 2 26 20 7 8 19 28
13.3% 37.1% 29.2% 59.3% 42.1% 29.7% 32.9%
15 72 73 12 19 66 87
100.0% 100.0% 100.0"" 100.0% 100.0% 100.0% 100.0%
MoRan 3.67 4.01 3.83 4.59 4.21 3.86 3.95Moa... 4.00 4.00 4.00 5.00 4.00 4.00 4.00
Madian 4.00 4.00 4.00 5.00 4.00 4.00 4.00
Standard
Dav:i.&tion .90 1.04 1.06 .51 .85 1.07 1..02
Standard
Error of
MoRan .23 .12 .13 .3.5 .20 .13 .11.
TABLE 24A
Question 6.9: They give prompt service at weekends.
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! Length of EmpJ.oyed: Type of .tat~on Total.EmpJ.oyment
Up to 2 Longer Ful.1tin>a F_1ance COmlllQrc3. Pub13.c
years than 2 al- iyear.
They g:i.ve IprC%llpt.e~ce at
weekenc:la
StrongJ.y
8~.a.gr- 2 6 5 2 J. 6
J.5.4. 8.6. 7.2. 1.6.7% 5.6% 9.5% 9.6%
D~.agr_ 4 1.6 J.6 4 5 1.5 20
30.8. 22.9. 23.2% 33.3% 27.8% 23.8% 24.1%
Uncarta..i.n 6 27 29 4 7 26 33
46.2. 38.6% 42.0% 33.3% 38.9% 41..3% 39.8%
Agr- 1.9 1.7 2 5 14 J.9
27.1% 24.6. 1.6.7. 27.8. 22.2% 22.9% I
StrongJ.y agr_ 1. 2 2 2 3
7.7% 2.9% 2.9% 3.2% 3.6%
1.5 72 73 1.2 1.9 66 87
100.0% 100.0% J.OO.O% 1.00.0% J.OO.O% 1.00.0% 1.00.0%
Mean 2.54 2.93. 2.93 2.50 2.89 2.86 2.87
Mode 3.00 3.00 3.00 2.00 3.00 3.00 3.00
Ma~an 3.00 3.00 3.00 2.50 3.00 3.00 3.00
Standard
D..v:i.at3.on 1..05 .98 .94 1..00 .90 .98 1..00
Standa.rd
Error of
IMean .29 .1.2 .11. .29 .21 .J.2 .11.
TABLE24B
Question 1.20: The technicians will give prompt service at weekends.
Length of
Emp1.ovz-nt
EmpJ.oyed: Typ40 of atati.on Total.
:IDEAL:
Tec:hn.ic:i..a.n.
wiJ.J. g:i.ve
prOJDpt
service at
--:Jcends
Strong1y
~.agr..e
Uncertain
strongl.y
~.agr_
!otooan
Moet.
Moodian
Standard
Deviation
Standard
Error of
Mean
Up to 2
ye&.ra
3
21..4%
5
35.7%
4
28.6%
15
1.00.0%
3.36
3.00
3.00
1.0J.
.27
LODgQr
than 2
years
3
5.1.%
3
5.1.It
11
1.8.6%
23
39.0%
72
100.0%
3.88
4.00
4.00
J..08
.14
3
4.9%
6
9.8%
J.4
23.0%
22
36.1.%
73
100.0%
3.69
4.00
4.00
.14
J.2
J.OO.O%
4.20
4.00
4.00
.79
.25
COJlJlDerci
aJ.
J.9
J.OO.O%
4.19
4.00
4.00
.7S
.J.9
Pub1.ic
3
5.5%
6
1.0.9%
J.3
23.6%
1.8
32.7%
1.5
27.3%
66
J.OO.O%
3.65
4.00
4.00
1.. J.6
.J.6
3
4.1%
6
8.2%
J.6
2J..9%
27
37.0%
87
1.00.0%
3.78
4.00
4.00
J..08
.J.3
TABLE25A
Question 5:
Question 5.1:
We would like to know how you feel about the Main Control section.
Main Control staff are always friendly to me.
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Length of Emp~oy..d: 'l'ype of atati.on Tota.J.
Emp~oyment
Up to 2 Longer 1~~t~:Fea~ancQico=merCilPub~1c
y ..ars than 2 ! ! ju IyeArs
?erceptioIUl of
, I
Main
Contro~:
al.wil.y.
friencUy
strong~y
d.i.....g:rea 1. 3 3 1. 1. 3 4
7.1.% 4.2% 4.2% 8.3% 5.3% 4.7" 4.7% I
::li.SiLgr_ 1. 1.9 1.8 2 4 1.6 20
7.1.% 26.8% 25.4% 1.6.7% 2~.1.% 25.0% 23.5%
Unce:::tun 1. ~5 1.2 4 4 1.2 ~6
7.1.% 21..1.% 1.6.9% 33.3% 2L:''' '-8.8" 1.8.8"
Agr- 1.0 28 32 4 8 28 38
71.4% 39.4% 45.1.% 33.3% 42.1.% 43.8% 44.7%
strong1.y agr_ 1. 6 6 1. 2 5 7
7.1.% 8.5% 8.5% 8.3% 1.0.5% 7.8% 8.2% ,
1.5 72 73 1.2 1.9 66 87
1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0%
Mean 3.64 3.21. 3.28 3.1.7 3.32 3.25 3.28
Moda 4.00 4.00 4.00 3.00 4.00 4.00 4.00
Madi.a.n 4.00 3.00 4.00 3.00 4.00 4.00 4.00
Stand.axd
P ..v:i. ...t:i.on 1..01. 1..07 1..07 1..1.1. 1..1.1. 1..07 1..06
Stanciard
Error of
Mean .27 .1.3 .1.3 .32 .25 .1.3 .1.2
TABLE25B
Question 1.21: The Main Control staff will always be friendly to clients.
Length 0:1: Emp1.oyad: Type of at... tion Tota.J.
Emp1.oymoont
.-
Up to 2 Longer Fu11.tima Fee~&nC:. C01DlDerci Pub1.ic
year. than 2 &1.
y .....r.
:IDEAL: Ma:i.:n
Control.
staff
:l:rioondJ.y to
c1.:i.oants
Strong1y
d:i.sagr_ 2 2 4 1. 3 415.4% 3.4% 6.8% 6.3% 5.7% 5.6%Pi.s...g:r_ 1 6 7 7 77.7% 10.3% 11.9% 1.3.2" 9.9"Uncertain 4 4 4 4
6.9" 6.8% 7.5" 5.6%
Agree 5 23 22 6 9 J.8 28
38.5" 39.7% 37.3% 60.0% 56.3" 34.0% 39.4%
Strong1.y agr- 5 23 22 4 6 2J. 28
38.5% 39.7% 37.3% 40.0% 37.5% 39.6% 39.4"
1.5 72 73 1.2 19 66 87
100.0% 1.00.0" . 1.00.0~ 1.00.0" 1.00.0% 1.00.0% 100.0%_an
3.77 4.02 3.86 4.40 4.19 3.89 3.97
Mode 4.00 4.00 4.00 4.00 4.00 5.00 4.00
:Hed.ian 4.00 4.00 4.00 4.00 4.00 4.00 4.00
standard
Deviation 1.48 1..1.0 1..24 .52 .98 1.24 J..1.7
Standard
Error of_an
.41. .1.4 .J.6 .1.6 .25 .1.7 .14
TABLE 26A
Question 5.2: They are not always helpful in solving my problems.
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Length o~ ltmp~oyed: Type of station Total.
Emp~oyment
Up to 2 Long.r Ful.1. t.:i.me FeeJ.ance ~..-rc:i.1 Publ.:i.c
years than 2
yeara
Ma:i.n control.
are not
al.waya
ihe1pflll .:i.n
so~~nq my
prob1.ema
stronq1.y
di.aagr_ 1. 7 6 2 2 6 8
7.1.4 9.94 9.5" 16.74 1.0.54 9.44 9.44
D.:i.aagrae 3 25 27 1. 6 22 28
21..44 35.2'11 39.0" 8.3% 31..6% 34.4% 32.9%
Uncerta.:i.n 3 1.3 1.1. 3 3 1.2 16
21.44 ~8.3% 1.5.54 25.0% ~5.8% 1,8.8% 1.8.8%
Agr- 5 26 25 6 9 22 31.
35.7% 36.6% 35.2% 50.0% 42.1.% 34.4% 36.5%
Strong1.y agree 2 2 2 2
1.4.3% 2.8% 3.1% 2.4%
1.5 72 73 1.2 1.9 66 87
1.00.0% 1.00.0% 100.0% 100.0% 100.0% 1.00.0'11 1.00.0%
Mean 3.29 2.92 2.86 3.08 2.89 2.88 2.89
Mode 4.00 4.00 2.00 4.00 4.00 2.00 4.00
M8di.an 3.50 3.00 3.00 3.50 3.00 3.00 3.00
Standard
I
De~a.t;ion 1.20 1..05 1.09 1..1.6 1..1.0 1..09 1..08
standard
Error of
Mean .32 .1.2 .13 .34 .25 .14 .1.2
TABLE26B
Question 1.22: Main Control staff will always be helpful in solving the clients' problems.
Length of Zmp1oyed: Type of stati.on Tota.1
ltmp10yment
Up to 2 Longar l!'UJ.1 t:i.me F_1ance Co_rei Pub1i.c
years than 2 a.1
yeara
:IDEAL: Ma:i.n
Contro1.
h.1pfu1.
strong1.y
d.:i.aaqr_ 1 1. 1 1
7.7% 1..7% 1.9% 1.4%
Di.a aqr_ 1 9 9 1 2 8 1.0
7.7% 1.5.3% 1.5.0% 10.0% 12.5% 14.8% 13.9%
Uncerta.i.n 2 5 7 1 6 7
15.4t 8.5% 11..7t 6.3% 11.1% 9.7t
Aqr- 4 1.8 19 3 6 1.6 22
30.8t 30.5% 31.7% 30.0% 37.5% 29.6% 30.6%
strong1y agr- 5 27 24 6 7 23 32
38.5% 45.8t 40.0% 60.0t 43.8% 42.6t 44.4%
1.5 72 73 12 19 66 87
100.0. 100.0% 100.0. 1.00.0. 1.00.0" 1.00.0% 1.00.0%
Mean 3.85 4.07 3.93 4.40 4 • .1.3 3.96 4.03
Moda 5.00 5.00 5.00 5.00 5.00 5.00 5.00
Median 4.00 4.00 4.00 5.00 4.00 4.00 4.00
Standard
Dev.:i. a.t.:i.on 1..28 .1..08 J..13 .97 1.02 1.15 1.11-
Standard
Error of
Mean .36 .14 .15 .31 .26 .16 .13
TABLE27A
Question 5.3: They pay prompt attention to my complaints.
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,
Length of Emp1oyed: Type of station TotaJ. I! Emp10yment I
I II Up to 2 Long.r Fu11ti.>Pe F_1~e. Co_rei Puhl.i.c II years than 2 jal.
I year.
iMa:i.n Control.
I pay promptattention to
j my
cozapl.ai.nts
I
:Strongl.y
d:i.aaqr_ l. 3 3 1 2 2 4
I 7.1.% 4.2% 4.2% 9.3% 10.5% 3.1% 4.7%
iDi.Sa gr- 5 19 21 3 4 20 2435.7% 26.8% 29.6% 25.0% 21.1.% 31..3% 28.2%
'Uncertain 4 19 19 3 3 18 23
I 29.6% 26.8% 26.8% 25.0% 1.5.8% 28.1.% 27.1.%
,Aqr- 4 24 24 3 9 20 28
29.6% 33.8% 33.8% 25.0% 42.1.% 31..3% 32.9%
:StrongJ.y aqr_ 6 4 2 2 4 6
8.5% 5.6% 1.6.7% 1.0.5% 6.3% 7.1.%
! 1.5 72' 73 1.2 1.9 66 87
1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.01 1.00.0% 1.00.0%
: :Mean 2.79 3.1.5 3.07 3.1.7 3.21 3.06 3.09
i Mode 2.00 4.00 4.00 2.00 4.00 2.00 4.00
! Meclian 3.00 3.00 3.00 3.00 4.00 3.00 3.00I
standardI
I Danation .97 1..05
I
1.02 1.27 1.23 1.01 1.04
standard
IError ofI :Mean .26 .1.2 .1.2 .37 .28 .1.3 .1.1.I
TABLE 27B
Question 1.23: In Main Control they will pay attention to clients' problems.
Length of Emp1.oyed: Type of sta.tion Tot&J.
EZIIpl.oymant
Up to 2 :Lon<;1er FuJ.1. tilDe F_1.ance C0Da:D8rci Pub1.:1.e
year. than 2 al.
yeara
:IDEAL: Ma:i.n I I
Contro1. pay
attention to
e1:i.ents'
proJ:>1.......
Stron<;11.y
d:i.alL~ 1 1. 1 1
7.71 1..7' .1..9% J..4%
D:1.aagr_ 2 10 1.1. 1. 2 10 1.2
15.4% 16.9% 1.8.3% 1.0.0% 1.2.5% 1.8.5% 1.6.71
Uncertain
!
5 4 1 1. 4 5
8.5% 6.7% 1.0.01 6.3% 7.4% 6.9%
Agr- 4 20 22 2 6 1.8 24
30.81 33.9% 36.7% 20.0' 37.5% 33.3% 33.3%
S~ronql.y agr_ ! 6 24 22 6 7 21. 30
46.2' 40.71 36.7' 60.0'1< 43.S'I< 38.9'1< 41..7'
15 72 73 12 19 66 87
1.00.0% J.OO.O" :LOO.O% 1.00.0% 1.00.0. :LOO.O% 100.0%
Mean 3.92 3.98 I
3.88 4.30 4.13 3.89 3.97
Mode S.OO 5.00 4.00 5.00 5.00 5.00 5.00
Median 4.00 4.00 4.00 5.00 4.00 4.00 4.00
Standard
Dev:i.at:i.on 1.38 1.09 1.15 1.06 1.02 1.18 1.14
Standard !
Error of IMean .38 .14 .15 I .33 .26 .16 .13
TABLE 28A
Question 5.5: I am very satisfied with the faults reporting procedure.
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, I Length of Emp~oyad: Type of atatj.on Total.
I Emp~oymentI
!
I
Up to 2 Longer P'uJ.~t~ FaeJ.ance Commercj. Pub~:i.c
years than 2 U
yeara
!ADL varu
I
aati.sf:i.ed Iw:i.th the ,! fau1ts I iI reportj.ng Ii procedure
I
.Strong~y II disagree i 2 8 8 2 2 8 J.OI 1.4.3% .1.1.4%
I
J.J..4% J.6.7% J.0.5% J.2.7% J..1..9%
!Di.sagr_ I 3 .1.7 J.7 3 4 I J.6 20
I 21.4% 24.3% 24.3% 25.0% 21. J.% 25.4% 23.8%IUncertain 6 29 28 6 9 24 35
I 42.9% 4J..4% 40.0% 50.0% 47.4% 38 • .1.% 4J..7%
!Agr- J. J.2 J.2 3 J.O 1.3
! 7.J.% J.7.J.% J.7.J.% .1.5.8% 1.5.9% 1.5.5%
StrongJ.y agr.... 2 4 5 J. J. 5 6
J.4.3% 5.7% 7.J.% 8.3% 5.3% 7.9% 7 . .1.%
1.5 72 73 J.2 J.9 66 87
.1.00.0% .1.00.0% 1.00.0% .1.00.0% 1.00.0% J.OO.O% 1.00.0%
loWan 2.86 2.8J. 2.94 2.59 2.94 2.9J. 2.92
Mode 3.00 3.00 3.00 3.00 3.00 3.00 3.00
Median 3.00 3.00 3.00 3.00 3.00 3.00 3.00
standard
Devi.at:i.on J..23 1.04 1.07 J..08 1. OJ. 1. J.J. J..07
Standard
Error of
Mean .33 .1.2 .J.3 .31. .23 .1.4 .J.2
TABLE28B
Question 1.25: Main Control will have a satisfactory fault reporting procedure.
--
-
Length of Empl.oyad: Type of .tation Tota.l.
EmpJ.oymoont
Up to 2 Longer Fu.l.J. time F_l.ance CO.DlrDillarci PubJ.ic
year. than 2 a.l.
year.
- .._-
:IDEAL: Main
Control.
satisfactory
fau1t
reporting
procedure
Strongl.y
di.aqr_ 2 2 2 2
15.4% 3.4' 3.9% 2.8'l1
Di.aqr_ 5 5 5 5
8.6% 8.5% 9.4% 7.0'
Uncertain 3 9 11 1 3 9 12
23.1% 15.5% 18.6' 10.0% 18.9' 17.0' 16.9%
Agr- 5 17 19 3 6 16 22
38.5% 29.3' 32.2' 30.0% 37.5% 30.2% 31.0'
stronql.y agree 3 27 22 6 7 21 30 I
23.1% 46.6' 37.3% 60.0% 43.9% 39.6% 42.3'l1
15 72 73 l.2 19 66 97
100.0% 100.0'll 100.010 100.0% 100.0'll 100.0% 100.0'll
Mean 3.54 4.14 3.92 4.50 4.25 3.92 4.03
Mode 4.00 5.00 5.00 5.00 5.00 5.00 5.00
Median 4.00 4.00 4.00 5.00 4.00 4.00 4.00
standard
Deviation l..33 .99 1.l.0 .7J. .77 1.14 1.07
Standard
Brror of
Mean .37 .13 .14 .22 .19 .16 .13
-
TABLE 29A
Question 5.6: They do not always give me a complaint number when I report faulty equipment.
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Length of Emp~oy..d: Type ot! sta.tion 'rot&J.
Emp~oymant
up to 2 Longer F\ll.~~ F ...~anee ~_rC:i.1 Pub~:i.e
year. than 2
Y..iLrS
They do not
.u.ways ¢ve
... eomp~a.:i.nt
nuzziber when
f ...ul.ty
equ;i.pa.oont is
reported.
.Strong~y
6 6\ d:i.....gr_ 6 68.5% 8.5% 9.4% 7.J.'Io
Di....gr_ 6 6 J. 5 6
, 8.5'10 8.5% 5.3% 7.8% 7.1.%
\ Unoerta.:i.n 6 26 24 6 J.1 20 32
I42.9% 36.6% 33.8% 50.0" 57.9% 31..3% 37.6%Agr- 7 31. 32 6 7 30 38
I 50.0% 43.7% 45.1.% 50.0% 36.8% 46.9% 44.7%
•Strong1.y ...gree 1 2 3 3 3
7.1.% 2.8% 4.2% 4.7% 3.5%
J.5 72 73 12 19 66 87
1.00.0% J.OO.O% 100.0% J.OO.O" J.OO.O% J.OO.O% 100.0%
I Mean 3.64 3.24 3.29 3.50 3.32 3.30 3.31
Mode 4.00 4.00 4.00 3.00 3.00 4.00 4.00
Mecti.an 4.00 3.00 3.00 3.50 3.00 4.00 3.00
Standard
D..ri...t:i.on .63 .96 .99 .52 .58 1.02 .93
StandiLrd
Error of iMean .17 .11. I .12 .15 .13 .1.3 .1.0
TABLE29B
Question 1.26: The Main Control staff will always give clients a complaint number when they report faulty
equipment.
-- --
Length of ;&mpJ.oyed: -ryp. of .tation Total.
Z>rp:1.oyment
Up to 2 Long.r :B'UJ.:1. time J1'..1anoe CODa:Derci Pub1.io
y_a.ra than 2 a.l.
year.
-J:DlI:AL: Ma.:i.n
Control.
al.way. give
oJ..ient. a
comp1a.:i.nt
number when
they report
faul.ty
equ..i.pment
Strong1y
di...gr__ 1 3 4 4 4
7.7" 5.1" 6.7% 7.4% 5.6%
Di....gr.. 3 7 10 10 1023.1% 11.9% 16.7% 18.5% 13.9'"Uncert&i.n 6 8 11 3 6 8 1446.2% J.3.6'" J.8.3% 30.0% 37.5% J.4.8" J.9.4'"
Agr- 1 23 22 2 5 J.9 247.7% 39.0'" 36.7% 20.0'" 31.3'" 35.2% 33.3'"
strongJ.y agr- 2 18 13 5 5 13 2015.4% 30.5% 21.7'" 50.0'" 3J..3% 24.1% 27.8'"
15 72 73 J.2 19 66 87100.0% :1.00.0% 100.0% .100.0% 100.0% :1.00.0% 100.0%_an
3.00 3.79 3.50 4.20 3.94 3.50 3.64
Mod.- 3.00 4.00 4.00 5.00 3.00 4.00 4.00
M8d:i.an 3.00 4.00 4.00 4.50 4.00 4.00 4.00
Standard
Deviation 1.15 1.16 1.20 .92 .85 1.26 1.19
Sta.nd&rd
Error of_an
.32 .15 .15 .29
.21 .17 .14
TABLE 30A
Question 5.4: They have sufficient knowledge to assist me with minor problems.
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Length of Emp~oyed: 'l'ype of statj.on Totu
Emp~oymantUp to 2 I Longer F\U~tu- Feel.ance Commarcj. Pub~j.cyea.ra than 2 &l.years
Main contro~
haV8
.~1!j.cj.ent
know~edge to
a.a:i.at Jne
wj.th minor
proJ:>1._
stronq:Ly
d:i.sagr_ 4 3 1. 1. 3 4
5.6% 4.2' 8.3' 5.3' 4.7% 4.7'
Dj.sagr_ 3 1.4 1.4 3 5 1.2 1.7
21..4' 1.9.7'is 1.9.7' 25.0% 26.3% 1.8.8% 20.0%
Uncertun 4 1.2 1.5 1. 2 1.4 1.6
28.6% 1.6.9% 21..1.% 8.3% 1.0.5% 21..9% 1.8.8%
Agree 5 35 34 5 9 29 40
! 35.7% 49.3% 47.9% 41..7% 47.4% 45.3% 47.1.%
strong~y agree 2 6 5 2 2 6 8
1.4.3% 8.5% 7.0' 1.6.7% 1.0.5% 9.4% 9.4%
1.5 72 73 1.2 1.9 66 87
1.00.0% 1.00.0% 1.00.0% 1.00.0% .1.00.0% 1.00.0% J.OO.O%
Mean 3.43 3.35 3.34 3.33 3.32 3.36 3.36
Mode 4.00 4.00 4.00 4.00 4.00 4.00 4.00
Med:i.an 3.50 4.00 4.00 4.00 4.00 4.00 4.00
standard
Dev:i.a.t:i.on 1..02 1..07 1..01. 1..30 1..1.6 1..04 1..06
s ta.n.da:rd
Error of
Mean .27 .1.3 .1.2 .38 .27 .1.3 .1.1.
TABLE 30B
Question 1.24: The Main Control staff will have sufficient knowledge to assist clients with minor problems
in the studio.
Length of Emp:Loyed: Type of .tatj.on TotaJ.
I
Emp1.oyment
, IUp to 2 Longer Fu1.~t:i.me FQQ:Lancel~ammerc:i. Pub:L:i.c
i yea.ra than 2 III I years II ,
I =EAL: MiL:Ln
I Contro1. have
I
suff:i.cj.oontI
! know:Ledgeto
; assillt
cl.:ioonta w:ith
minor
I proJ:>:L<muo :inatud.:i.o I:StrongJ.y
I d:i.aagr_ :L 3 4 4 I 4
7.1.' 4.2% 5.6% 6.3% I 4.7% I!D~sagr_ 7 6 J. J. 6 7
9. 9 'is 8.5% 8.3' 5.3' 9.4% 8.2%
Unc.%t&i.n 2 5 7 1. 6 7
1.4.3% 7.0% 9.9% 5.3% 9.4% 8.2%
:Agr_ 8 32 33 7 J.2 28 40
57.1.' 45.1.' 46.5% 58.3% 63.2' 43.8% 47.1.%
iStrong:LY agr- 3 24 21. 4 5 20 27
21.4% 33.8% 29.6% 33.3% 26.3' 31..3% 31..8%
I
I 1.5 72 73 J.2 :1.9 66 87
: 1.00.0% 100.0% J.OO.O% 100.0% 100.0'ls 100.0% 100.0%
;
Mean 3.86 3.94 3.86 4.17 4.11 3.84 3.93
i Mode 4.00 4.00 4.00 4.00 4.00 4.00 4.00
I Mad:i.an 4.00 4.00 4.00 4.00 4.00 4.00 4.00
i StandardDeV'i~tion 1..03 1.09
I
1.11.
i
.83 .74 1.16 1.08
! Standard II ::EX':ror ofI Mean .27 .1.3 .1.3 .24 .17 .14 .12i
TABLE 31
Question 5.7: The complaint number is very important to me.
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Length of Employed: Type of station Total
Employment
Up to 2 Longer Fullti.llle FeelancelCommerci Public
years than 2 al
I
years
I
Complain number:
I
is very
important to
me
strongly
disagree 5 4 1 4 5
7.0% 5.6% 5.6% 6.3% 6.0%
Disagree 2 12 10 3 4 9 14
15.4% 16.9% 14.1% 27.3% 22.2% 14.1% 16.7%
Uncertain 4 20 22 2 7 17 24
30.8% 28.2% 31.0% ! 18.2% 38.9% 26.6% 28.6%
Agree 6 27 29 4 5 28 33
46.2% 38.0% 40.8% 36.4% 27.8% 43.8% 39.3%
Strongly agree 1 7 6 2 1 6 8
7.7% 9.9% 8.5% 18.2% 5.6% 9.4% 9.5%
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 3.46 3.27 3.32 3.45 3.06 3.36 I
3.30
Mode 4.00 4.00 4.00 i 4.00 I 3.00 4.00 4.00IMedian 4.00 3.00 3.00 4.00 3.00 4.00 3.00 I
standard I I
Deviation .88 1.08 1.01 1.13 1.00 1.04 1.05
standard
Error of
Mean .24 .13 .12 .34 .24 .13 .11
TABLE32A
Question 2: Please indicate which one of the aspects below is the most important to you in an ideal
radio studio service.
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Length of Emp~oyed.: Type of station ! Tot&J.
Emp~oyment
Up to 2 Longer Ful.~time FeaJ.ance Commoorc:i. Pub1.:i.e
year. than 2 a1.
year.
:Most 1mPortant
I
aspect of
! :i.daaJ. R.oo.ch 0
I stud:i.o
aervi.e.
W:i.1.1.:i.ngn••• 2 5 5 2 3 4 7
25.0% 1.3.2% 1.2.8% 33.3% 25.0% 1.2.5% 1.5.2%
'Modarn
, equ..i.pmant 1. 4 4 1. 4 1. 5
1.2.5% 1.0.5% 1.0.3% 1.6.7% 33.3% 3.1.% 1.0.9%
Attention 1. 3 4 4 4
1.2.5% 7.9% 1.0.3% 1.2.5% 8.7%
Qual.:i.ty aervj.ee 4 26 26 3 5 23 30
50.0% 68.4% 66.7% 50.0% 41..7% 71..9% 65.2%
1.5 72 73 1.2 1.9 66 87
1.00.0% 1.00.0% 1.00.0% 100.0% 100.0% 1.00.0% 1.00.0%
Mean 3.63 4.1.8 4.18 3.33 3.33 4.31. 4.09
Moda 5.00 5.00 5.00 5.00 5.00 5.00 5.00
Mechan 4.50 5.00 5.00 4.00 3.00 5.00 5.00
standard
Devi.ation 1..77 1..41. 1..39 1..97 1.. 67 1..35 1..47
Standard
, Error of
Mean .63 .23 .22 .80 .48 .24 .22
,
TABLE 32B
Question 3: Which one factor above is the second most important to you.
Length o~ Emp1.oyed: Type of station Total.
Emp1.oyment
Up to 2 Longer FuJ.ltime Feelance ;'~C11 Pu:b1.icyears than 2 II years I
, !
second most
,
i I !i , , ! Iimportant : !
; aspect i.n :
IideaJ. Radio I
studio
1. 2 8 8 1. 1. 8 lO
25.0% 21..6% 20.5% 20.0' 1.0.0' 24.2% 22.2%
2
I
2 2 3 1. 2 2 4
25.0' 5.U 7.7% 20.0' 20.0% 6.1% 8.9%
3 l. 1.3 1.3 1. 1.3 1.4
12.5% 35.1.% 33.3' 20.0% 39.4% 3l..1%
4 i 1 6 6 1 4 3 7
, 12.5% l6.2' 15.4% 20.0% 40.0% 9.1.% 1.5.6%
5 I 2 8 9 1 3 7 lOI 25.0% 2l.6% 23.1% 20.0% 30.0% 21..2% 22.2%I
: 1.5 72 73 1.2 I 1.9 66 87
1.00.0% lOO.O% lOO.O% lOO.O% lOO.O% lOO.O% 100.0%
Mean 2.88 3.1.1. 3.1.3 3.00 3.60 2.97 3.07
, Mode 1..00 3.00 3.00 1..00 4.00 3.00 3.00I 2.50 3.00 3.00 3.00 4.00 3.00 3.00I Medi.an;
; standard
Deviation l..64 1.41 1.42 1..58 l..43 l..42 1..44
standard
IError ofMean .58 .23 .23 .7l .45 .25 .21.
TABLE32C
Question 4: Which one factor above is the least important to you.
~ iFulltilDe! Feelance ~mmerci
years' I
IUp to 2I years
I
:Least important I
I aspect in
I ideal Radio i
I Studio
Type of station Total
Public
Employed:
: I
Length of
Employment!
service
.16
2
4.4%
19
42.2%
13
28.9%
9
20.0%
2
4.4%
1.09
87
100.0%
2.82
2.00
3.00
.21
2
6.1%
14
42.4%
8
24.2%
7
21.2%
2
6.H
1.20
I
66 i
100.0% I
2.85
2.00
3.00
.79
.25
4
40.0~
4
40.0%
2
20.0%
19
100.0%
2.80
2.00
3.00
.84
.37
2
40.0%
2
40.0%
1
20.0%
12
100.0%
2.80
2.00
3.00
.18
1.14
2
5.1%
17
43.6%
10
25.6%
B
20.5%
2 I
S.H I
I
I
1
i
i
i
73
100.0%
2.82
2.00
3.00
.89
.15
2
5.U
16
43.2%
11
29.7t
8
21.6%
I
I
I
!
72
100.0%
2.~
2.00
3.00
.60
3
37.5%"
2
25.~% I
12.5%
2
25.0%
1.69
15
: 100.0%
3.50
2.00
3.00
Mean .
=:an !
Standard I
Deviation \'
standard
Error ofMean I
6
3
4
I
I
TABLE33A
Question 14:
Question 14.1:
How do you feel about the studios that you have used?
The Studio I usually use does not have enough dustbins.
134
Length o~ :Emp~oy.d: ~ o~ atation 'rot&l.
:Emp~oymront
up to 2 Longer FuJ.~ t:i.mR Feel.anc. CODD::Derc.i. Pub~3.c
y ..ar. than 2 aJ.
year.
ActuaJ. atu.d.:i..os:
do not have
oonough
dustbin.
Strong~y
d3. .....gree 4 2 1 1 2 4
5.6% 2.7% 8.3% 5.3% 3.0% 4.6%
1Di.....gr_ 7 18 23 2 3 22 25
46.7% 25.0% 31.5% 16.7% 15.8% 33.3% 28.7%luncer~n 1 13 12 2 5 9 14
6.7% 18.1% 16.4% 16.7% 26.3% 13.6% 16.1%jAgr.... 4 32 32 3 7 29 36
26.7% 44.4% 43.8% 25.0% 36.8% 43.9% 41.4%
IStrong~y agree 3 5 4 4 3 4 8
20.0% 6.9% 5.5% 33.3% 15.8% 6.1% 9.2%
I 15 72 73 12 19 66 87i 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
I Mean 3.20 3.22 : 3.18 3.58 3.42 3.17 3.22Mode 2.00 4.00 4.00 5.00 4.00 4.00 4.00
I Med:i.an 3.00 4.00 3.00 4.00 4.00 3.50 4.00
I StandardDeviation 1.26 1.08 1.03 1.38 1.12 1.06 1.10
i Standard
I Error ofI
.33 .13 .12 .40 .26
i
Mean .13 .12
TABLE33B
Question 1.32: The studios will have enough dustbins.
Length of :Emp~oyed: ~ of atation 'rot&l.
:Emp1oymant
Up to 2 Longer Fu~~time Fee~ance COUIm8rci. Pub~:lc
I years than 2 aJ.year.
=EAL: Stud:i.o..
Ih ...ve enoughd.ustbins
Strong~y
d3. ..agr_ 1 1 1 1
1.7% 1.7% 1.9% 1.4%
D:i..agr_ 4 4 4 4
6.8% 6.7% 7.4% 5.6%
Iuncerta.:i.n 2 3 5 5 5
15.4% 5.1% 8.3% 9.3. 6.9%
7 39 38 6 11 33 461Ag'r- 53.8% 66.1% 63.3% 60.0. 68.8' 61.1. 63.9'
Strong~y agr_ 4 12 12 4 5 11 16
30.8% 20.3% 20.0% 40.0% 3~.3% 20.4% 22.2%
15 72 73 12 19 66 87
~OO.O% 100.0% 100.0% 100.0% ~OO.O, 100.0% 100.0%
Mean 4.15 3. s<7 3.93 4.40 4.31 3.91 4.00
Mode 4.00 4.00 4.00 4.00 4.00 4.00 4.00
Med:i.a.n 4.00 4.00 4.00 4.00 4.00 4.00 4.00
I
standard
I IDevia.tion .69 .83 .84 .52 .48 .87 .80Standard II Error of I I I ,I Mean .19 .11 .11 .16 .12 I .12 I .09 II
\TABLE34A
Question 14.2: The studio I usually use has an adequate reception area for my quests I artists.
I
Leng-th of Empl.oy&d: Type of station Tot~
Empl.oyment
I
Up to 2 Longer FItl.1. t:i.mlloo Fee1.ance COUDDarci Publ.ic
years than 2 aJ.
years
!s tud.:i.o ruseI has ac1equate
recept3.onI are for
, guQsts/
I art.i..atsIStrong-1.y
di.agree 5 19 23 1. 1 23 24
33.3% 26.4% 31.5% 8.3% 5.3% 34.8% 27.6%
Di.agr_ 5 20 22 2 3 21 25
33.3% 27.8% 30.1% 16.7% 1.5.8% 31..8% 28.7%
Uncertain 2 1. 2 1. 1 2 3
l.3.3% 1.4% 2.7% 8.3% 5.3% 3.0% 3.4%
Aqr- 2 27 22 7 11 18 29
13.3% 37.5% 30.1.% 58.3% 57.9% 27.3% 33.3%
Strong-l.y agree 1. 5 4 1 3 2 6
6.7% 6.g% 5.5% 8.3% 1.5.8% 3.0% 6.9%
1.5 72 73 12 1.9 66 87
1.00.0% 100.0% 1.00.0% 100.0% 100.0% 100.0% 100.0%
Mean 2.27 2.71 2.48 3.42 3.63 2.32 2.63
Mode 1.00 4.00 1.00 4.00 4.00 1.00 4.00
Median 2.00 2.00 2.00 4.00 4.00 2.00 2.00
Standard
DQ~ation 1.28 1..39 1.36 1.16 1.12 1..29 1.37
Standard
I Error ofMean .33 . J.6 .J.6 .34 .26 .1.6 .1.5
TABLE 34B
Question 1.33: The individual studios will have reception areas.
:r.-ngth of
Empi.oymant
Emp:l.oyed: Type o-r sta.tion Total.
Up to 2
years
Longer Fu:l.:l.t:i.mlloo Fee1.anae commerai Pub1ic
than 2 al.
years
.14
1.19
5
7.0.
,10
14.J.%
J.8
25.4%
22
3J..0'"
J.6
22.5'
87
J.OO.O"
3.48
4.00
4.00
1.26
.17
5
9.4.
8
15.1.
13
24.5' I
J.5
28.3%
J.2 I22.6%'
66
1.00.0%'
3.40
4.00
4.00
.24
.96
2
J.2.5%
5
3J..3%
6
37.5%
3
18.S%
19
J.OO.O%
3.63
4.00
4.00
J..06
.33
J.O.~% I
40.~% I
20.0%
3
30.0%
12
J.OO.O%
3.70
3.00
3.50
.J.6
1..20
5
8.5%
9
J.5.3%
J.4
23.7%
20
33.9%
1.1
1.8.6%
73
I
, J.OO .0%
3.39
4.00
4.00
1.19
.16
5
8.6%
5
8.6%
J.6
27. <...
J.9
32.8%
J.3
22.4%'
II J.oo~~~
3.52
4.00
4.00
1.25
.35
5
38.5%
2
J.5.4%'
3
23.J.%'
3
23.J.%'
15
100.0%
3.31
2.00
3.00
Mean
Mode
Median
Standard
Deviat.ion
standard
Error of
M8a.n
=ll:AL:
Indiv:i.dua.J.I .tu.d.io. w:i~~
I havereceptionare".IStrong-1.yI di ....gr_
!Disa.gree
I
1unc.rta.:i..:n
IIAgr_
1
: Strong-1y agr_
I
!
i
i
I
:
I
TABLE 35
Question 14.4: The reception area in the studio is very important to me.
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I Length of Employed: Type of station Tota1Employment
I
1
,
Up to 2 Longer Fullti.me Feelance Commerci Public
years than 2 a1
years
Reception area
in the
studio is
very
inportant to
me
Strongly
disagree 1 5 5 5 6
6.7% 6.9% 6.8% 7.6% 6.9%
iDiSagree 1 5 5 1 2 4 6
6.7% 6.9% 6.8% 8.3% 10.5% 6.1% 6.9%IUncertain 2 9 8 3 4 7 11
13.3% 12.5% 11.0% 25.0% 21.1% 10.6% 12.6%
iAgree 5 36 32 8 9 31 41
I 33.3% 50.0% 43.8% 66.7% 47.4% 47.0% 47.1%
/stronglY agree 6 17 23 4 19 23
40.0% 23.6% 31.5% 21.1% 28.8% 26.4%
I
I lS 72 : 73 12 19 66 87i 100.0% 100.{)% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 3.93 3.76 3.86 3.58 3.79 3.83 3.79
Mode 5.00 4.00 4.00 4.00 4.00 4.00 4.00
Median 4.00 4.00 4.00 4.00 4.00 4.00 4.00
standard
Deviation 1.22 1.11 1.15 .67 .92 L14 1.12
I
Standard
Error of
!Mean .32 .13 .13 .19 .21 .14 .12I
TABLE36A
Question 14.4: The equipment in the studio do not meet my needs.
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Length of Empl.oyed.: Type of eta.t.ion Totu
Empl.oyment
Up to 2 Longer FuJ.1time F_l.ance Coua:oarc:i.. Publ.ic
year. than 2 al.
year.
Equ.i.pmoont in
the .tudio
doe. not
! meetmyI needs
Strongl.y
disagree 2 7 7 2 2 7 9
13.3% 9.7% 9.6% 1.6.7% 1.0.5% 1.0.6% 1.0.3%
Disagree 4 31 30 4 8 27 35
26.7% 43.1.% 41..1.% 33.3% 42.1.% 40.9% 40.2%
Uncertain 3 1.1. 1.0 4 6 8 1.4
20.0% 1.5.3% 1.3.7% 33.3% 31..6% 1.2.1.% 1.6.1.%
!Aqr- 4 1.9 20 1. 3 1.8 22IStrongl.y 26.7% 25.0% 27.4% 8.3% 1.5.8% 27.3% 25.3%aqr- 2 5 6 l. 6 7
1.3.3% 6.9% 8.2% 8.3% 9.1.% 8.0%
I 1.5 72
-,
73 1.2 1.9 66i 87
I 1.00.0% 1.00".0% 1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0%
I !'<faan 3.00 2.76 2.84 2.59 2.53 2.83 2.80Mode 2.00 2.00 2.00 2.00 2.00 2.00 2.00l'<fadian 3.00 2.00 2.00 2.50 2.00 2.00 2.00
Stand.a.rd
Dev:i.ati.oD 1..31 1.14 1..18 1.1.6 .90 1.21. 1..17
Standard
Error of
1'Wan .34 .1.3 .1.4 .34 .21. .1.5 .13
TABLE 36B
Question 1.34: The equipment in the studios will meet my needs.
Length of Empl.oyed.: Type of ata.t.i.on "rota.).
Empl.oyment
Up to 2 Longer FuJ.1 t:i.ma F_l.ance COImDarci. Publ.ic
yea.:ra than 2 u
year..
:IDEAL:
Equ.i.pu>ent in
atud.:i..oa w:i.l.1.
:
meet my
I n_da
·strongl.y
2 2 2 2I di."gr_
2.8. 2.7% 3.0% 2.3%
2 4 6 6 6
.Di...gz--
1.3.3% 5.6% 8.2% 9.1.'11 6.9%1 7 7 1. 3 5 8 I. Uncertain 1.1 6.7% 9.7% 9.6% 8.3% 1.5.9% 7.6% 9.2%6 21. 24 3 6 21. 27Agr-
40.0% 29.2% 32.9% 25.0% 31..6' 31..8'11 31..0'iJ
6 38 34 8 1.0 32 44Strong1y aqr-
52.9' 46.6% 66.7% 52.6' 48.5% 50.6%40.0%
-;
, 1.5 72 73 1.2 1.9 66 8fi
I 1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0'iJ 1.00.0%I 4.07 4.24 4.12 4.59 4.37 4.1.4 4.21
,
I !'<faan 4.00 5.00 5.00 5.00 5.00 5.00 5.00i Mode 4.00 5.00 4.00 5.00 5.00 4.00 5.00I 1'WdianStandard
I
Devj...tion 1.03 1.03 1..07 .67 .76 1..09 1.02
standard
Error of
.1.9 .1.3 .11.Mooan .27 .1.2 .1.2 .1.7
TABLE 37A
Question 14.5: I get good value for money using the studio.
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Length of Emp~oyed.: Type of station Totu
Emp~oyn><>nt
Up to 2 Longer F\ll.~t:UDe F_~ance ConIZII8rci Pub~ic
ye~a than 2 aJ.
year.
IGet good vaJ.u..
I for money
j uaing studio
: strong~y
: diaa.g>::_ 4 10 13 1 1 13 14
i 28.6'11 13.9'11 17.8'11 9.1'11 5.6% 19.7% ~6.3'11
;D:i.aagree 3 ~3 15 3 12 ~6
; 21.4% 18.1% 20.5% 16.7% 18.2% 18.6%
:Uncertain I 5 26 24 7 9 21. 3135.7% 36.1% 32.9% 63.6% 50.0% 31.8% 36;0%
Agree I 2 20 19 2 4 18 22
I
14.3% 27.8'11 26.0% 18.2% 22.2% 27.3'11 25.6%
,Strong~y agree 3 2 1 1 2 3
4.2% 2.7% 9.1% 5.6% 3.0% 3.5%
1.5 72 73 12 19 66 87
i 100.0% 100.0% 100.0% 100.0% ~OO.O% 100.0% 100.0%
Mean I 2.36 2.90 2.75 3.~8 3.06 2.76 2.81
: Mode , 3.00 3.00 " 3.00 3.00 3.00 3.00 3.00
Madia.n 2.50 3.00 3.00 3.00 3.00 3.00 3.00
standard
O.vi:at.:i.on 1.08 1.09 1.12 .98 .94 1.15 1.10
; standard
i Error of
Mean .29 .13 .13 .30 .22 .14 .12
TABLE 37 B
Question 1.35: They will give good value for money in the studio.
Length o£ Emp~oyed: Typ4a of sta.tion Tota.l.
Emp~oyment
Up to 2 Lonqer FuJ.~t~ F_~anc. co:ramarc:i. Pub~ic
yeara than 2 a.l.
years
:IDEAL: 'rhey
wi~l. give
good vaJ.ue
:for money in
studioa
Strongl.y 3 3 3 3d.:i.aa.g>::_
5.3% 5.3% 5.9% 4.3%
2 4 6 6 6Oiaa.gr-
16.7'i1 7.0% 10.5'11 1.1..8'i1 8.7'11
3 2 5 1. 4 5Unc.rta...in 3.5% 8.8% 6.3% 7.8% 7.2%25.0%
2 19 17 3 7 12 21Agr- 1.6.7'11 33.3'11 2!L8'l1 30.0% 43.8% 23.5'11
I
30.4'11
5 29 I 26 7 8 26 34Strong~y agr... 50.9% 45.6% 70.0% 50.0'11 51.0'11 49.3%41..7'11
1.5 72 73 1.2 1.9 66 87
100.0'11 100.0'11 ~00.0'll 100.0% 100.0'11 100.0'il 100.0'11
3.83 4.1.8; 4.00 4.70 4.44 4.02 4.12Mean 5'.00 5.00 5.00 5.00 5.00 5.00Mode 5.00 4.50 5.00 4.00
Median 4.00 5.00 4.00 5.00
standard
1..1.4 1..21. .48 .63 1..27 1..1.4Oev:i.ation 1..1.9
standard
Error o£
.15 .16 .1.8 .1.4Mean .34 .15 .16
TABLE 38
Question 14.6: It is not pleasant to work in these studios.
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Length of Employed: Type of station Total
Employment
Up to 2 Longer Fu1ltime Feelance Commerci Public
years than 2 al
years
Not pleasant to
work in
these
i studiosIStrongly
I disagree 1 5 5 1 1 5 6
6.7% 6.9% 6.8% 8.3% 5.3% 7.6% 6.9%
Disagree 7 34 33 7 13 27 41
46.7% 47.2% 45.2% 58.3% 68.4% 40.9% 47.1%
Uncertain 1 10 9 2 2 9 11
6.7% 13.9% 12.3% 16.7% 10.5% 13.6% 12.6%jAgree 3 9 12 1 11 12
20.0% 12.5% 16.4% 5.3% 16.7% 13.8%
istrongly agree 3 14 14 2 2 14 17
20.0% 19.4% 19.2% 16.7% 10.5% 21.2% 19.5%
15 72 73 12 19 66 87
100.0% 100.0%; 100.0% 100.0% 100.0% 100.0% 100.0%
, Mean 3.00 2.,90 2.96 2.58 2.47 3.03 2.92
I Mode 2.00 2.00 2.00 2.00 2.00 2.00 2.00I
I Median 2.00 2.00 2.00 2.00 2.00 3.00 2.00standard
i Deviation 1.36 1.29 1.30 1.24 1.07 1.32 1.30
standard
Error of
Mean .35 .15 .15 .36 .25 .16 .14
TABLE39A
Question: 14.7: The toilets are always clean in the studio block.
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I
'1'ype o~ .tation Tot~I Lcongth of Empl.oyad.:
i Empl.e>yment
\ Up to 2 Longer FlUl.t:ima F .. eJ..ance commoarc~ Pub1.~c
i year. tl.-n 2 &J.I yea.r.
IToi.1..t a.r.I a.J.waya c1.ean
stz-ongJ.yI di..agr_ 1 1.6 15 1. 3 14 176.7% 22.2% 20.5% 8.3% 15.8% 21.2% 19.5%
,Di..agr_ 6 26 28 3 6 25 32
! 40.0% 36.1." 38.4% 25.0% 31.6% 37.9% 36.8%
I Unce:rta:i.n 1 J.O :1.0 1. 3 B :1.1
I 6.7% 13.9% 1.3.7% 8.3% :1.5.8% 12.1% :1.2.6%iiA9%- 5 1.0 12 3 3 :1.1 1S
I 33.3% 13.9% 16.4% 25.0% 15.8% 16.7% 17.2%
: stz-onq1.y aqr_ 2 :1.0 B 4 4 8 12
I 13.3% 1.3.9% , 1.1.0% I 33.3% 21.1% 1.2.1% :1.3.9%:1.5 72 73 :1.2 :1.9 66 87
1.00.0% 1.00.0% 100.0%
\
1.00.0% 1.00.0% 1.00.0% :1.00.0%
Mean 3.07 2.61 2.59 3.50 2.95 2.61 2.69
Mode I 2.00 2.00 2.00 I 5.00 2.00 2.00 2.00Medi.an I 3.00 2.00 2.00 4.00 3.00 2.00 2.00Standard I
Devj",ati.on 1.28 1.35 1.29 I :1..45 1.43 1.32 :1..34,
\
standard
I! Error ofMean .33 .:1.6 .:1.S .42 .33 .1.6 I .1.4!
TABLE 39B
Question 1.42: Ideal radio studios will always have clean toilets.
i Length of Emp~oyed: Type of sta.tion Total.i Emp~oytnent
I
I up to 2 Longer Fu:Utu- F_1ancQ Con:merci Pub1icy ..ar. than 2 al.
i years IImEAL: Wi.11
I have c1ean
I toi1etsI
!Strong1yI d:i.aaqr_ 1 J. J. 1.1..4% 1..4% 1..5% J..J.%Iuncarta.in 2 2 2 2
I 2.9% 2.7% 3.0% 2.3%iAqree 3 2J. 23 1 5 J.9 24
20.0% 29.2% 31..5% 9.3% 26.3% 29.9% 27.6%
istrong1Y agree 12 49 47 11 14 44 60
90.0% 66.7% 64.4% 9J..7% 73.7% 66.7% 69.0%
I I
I J.5 72 73 J.2 J.9 66 I 97I J.OO.O% 100.0% J.OO.O% J.OO.O% J.OO.O. J.OO.O% 100.0%Mean 4.90 4.60 4.59 .¢.92 4.74 4.59 I 4.63
Made 5.00 5.00: 5.00 5.00 5.00 5.00 I 5.00Medi.an 5.00 5.00 5.00 5.00 5.00 5.00 I 5.00Standard
D..ria.tion .4J. .69 .69
.29 .45
.70 I
.65
I
standard
Error of
Mean .J.J. .08 .09 .08 .J.O
.09 .07
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TABLE40A
Question 15:
Question 15.1:
How do you feel about security and reception at Radiopark studios.
Security treats my quests I artists with respect
I Type o~ .t..ti.on I Total.Length o~
Empl.oyman t
I i
FlUl.t:i.mA !F-.1.anoe
i
Ii
Up to 2 Longer C~c:i. Publ.ic Iyear. than 2 al.
I year. II
i
:Se=ity :
I trea.t.I
~ gue.t./
with I I~ artistsI r ••pect Iistrongl.yi di...gr_
I
:1. 6 7 7 7
i . 6.7% 8.5% 9.7% :1.0.6% 8.:1.%
iD~.iLgrect 4 27 25 5 8 22 3:1.IUncertain 26.7% 38.0% 34.7% 4:1..7% 44.4'11 33.3% 36.0%
I
2 :1.5 i4 2 3 :1.4 :1.7
:1.3.3% 2:1..:1.% :1.9.4% :1.6.7% :1.6.7% 2:1..2% :1.9.8% I!As=- 7 22 24 5 7 2:1. 29 II 46.7% 31.0% 33.3% 41.7% 38.9% 3:1..8% 33.7%istrongl.y "'gr- :1. :1. 2 2 2
I I 6.7% :1..4% 2.8% 3.0% 2.3%! I :1.5 72 73 :1.2 19 I 66 87
I
:1.00.0% :1.00:0% :1.00.0% 100.0% ::l00.0'iJ 100.0% 100.0%
Maan 3.20 2.79 2.85 3.00 2.94 2.83 I 2.86Mode 4.00 2.00 2.00 2.00 2.00 2.00 2.00
Median 4.00 3.00 3.00 3.00 3.00 3.00 3.00
standard
I D.v:i.a.ti.on :1..:1.5 :1..03 :1..08 .95 .94 :1..09 :1..05S ta.nda.:rd:Error ofMean .30 .:1.2 .:1.3 .28 .22 .:1.3 • :L:L
TABLE40B
Question: 1.36: The security staff will treat my quests I artists with respect.
I I ILength o~ Empl.oy8d: I Type o~ atation Total.Empl.oyment
Up to 2 Longer FuJ.l.t~ F_l.ance commarc~ Publ.ic
years than 2 al.
year.
i=EAL: Security ; II ..ta£f wil.l.
trea.t
gu••t./
a.:rti.st. with
respect
Strongl.y
disagree 2 2 4 4 4
:1.3.3% 2.8% 5.5% 6.:1.% 4.6%
D:i. ..agr_ 7 7 7 7
9.7-\ 9.6%' :1.0.6% 8.0% I
Unce:rta:i.n 1 3 4 2 2 4 I6.7% 4.2% 5.5% 10.S'II 3.0% 4.6.
!Agr- 5 17 ; :1.9 3 5 :1.7 22
33.3' 23.6% 26.0-\ 25.0. ~';;.3'11 25.8% 25.3%
Is=ongl.Y agree 7 43 39 9 :1.2 36 50
46.7% 59.7' 53.4' 75.0% 63.2% 54.5' 57.5'
:1.5 " 72 73 :1.2 :1.9 66 87
:1.00.0' :1.00.0' 100.0% :1.00.0' :1.00.0'11 :1.00.0% :1.00.0%
Maan 4.00 4.28 4.:1.2 4.75 4.53 4.:'2 4.23
Mode 5.00 5.00 5.00 5.00 5.00 5.00 5.00
Median 4.00 5.00 5.00 5.00 5.00 5.00 5.00
Standard
Devi.... ti.on :1..36 :1..:1.0 :1..2:1. .45 .70 1.25 :1..15
standard
I I IE=or o~ I II Mean .35 .:1.3 .1.4 .1.3 .:1.6 .:1.5 .:1.2 ,
TABLE 41 A
Question 15.2: Reception treat my quests I artists with care.
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Length of Emp~oyed: Type of station Tot~
Emp~oymant
Up to 2 Longe:c F\ll~t:ilne Fee.l.anca COmmAX"c:i.. Puh~ic
year. than 2 ;U.
years
Reception:
treats
guests/
artists ....ith
care
Strong~y
disaqr_ 4 3 a, 1 3 4
5.6% 4.2% 8.3% 5.6% 4.5% 4.7%
Oisa.qr_ 1 16 16 1 2 15 17
6.7% 22.5% 22.2% 8.3% 11.1% 22.7% 19.8%
Uncerta.i.n 3 1.8 1.8 2 5 1.5 21.
20.0% 25.4% 25.0% 1.6.7% 27.8% 22.7% 24.4%
Agree 9 32 32 8 9 31. 4J.
60.0% 45.1.% 44.4% 66.7% 50.0% 47.0% 47.7%
strong~y aqr_ 2 J. 3 1. 2 3
J.3.3% 1.4% 4.2% 5.6% 3.0% 3.5%
J.5 72 73 1.2 1.9 66 97
1.00.0% 1.00.0%-, 1.00.0% 1.00.0% J.OO.O% 1.00.0% 1.00.0%
Mean 3.80 3.1.4 3.22 3.42 3.39 3.2J. 3.26
I Mode 4.00 4.:00 4.00 4.00 4.00 4.00 4.00Median 4.00 3.00 3.00 4.00 4.00 3.50 4.00Standard
D..v:i.a.tion .77 .98 .98 1..00 .98 .98 .97
standard
Error of
Mean .20 .1.2 .1.2 .29 .23 .1.2 .10
TABLE41B
Question 1.37: The receptionist will care about my quests I artists.
I Lanqth of Emp~oyecl.: Type of .tation Tot~I Emp~e>yDlent
I Up to 2 Lo~r Ful.~tu- 1l'..~anc_ Co~:rc~ P'UbJ.:LC
I years than 2 a.J.I year.
I
I
'mEAL:
I Raceptionis! wi~1 care
i about myI gue.ts/ I
arti.t.
IStrong~yI disaqr_ 1- 2 3 3 3
I 7.7% 3.4% 5.0% 5.6% 4.2'lo
!O:i.saqr_ 3 3 3 3
I 5.1' 5.0% 5.6% 4.2'lo
: Uncertain 5 4 J. 2 3 5! 8.5% 6.7' J.O.O' J.2.5% 5.6% 6.9%
jAqr- 5 20 22 3 7 18 25
i 38.5% 33.9' 36.7% 30.0% 43.8" 33.3% 34.7%
IStrong~y aqr_ 7 29 28 6 7 27 36 I53.8% 49.2" 46.7" 60.0" 43.8" 50.0'll 50.0%
J.5 72 73 12 J.9 66 87
J.OO.O' 100.0% 100.0" .1.00.0% ~OO.O" .1.00.0" 1.00.0%
Mean 4.3.1. 4.20 4.1.5 4.50 4.3~ 4.~7 4.22
Mode 5.00 5.00 5.00 5.00 4.00 5.00 5.00
Median 5.00 4.00 4.00 5.00 4.00 4.50 4.50
II
Standard
I
Deviation 1..1-1. 1.03 1..09 .71- .70 1.1.3 1..04
Standard
Error of I
Mean .3.1. .1.3 .1.4 .22 .1.8
.1.5 .1.2 I
TABLE42A
Question 15.3: I find it easy to physically bring in instruments and equipment for my musicians.
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I Loongth o~ EJDp1oyed: TypQ o~ .tati.on Total.
; Empl.~t
I Up to 2 Longer FuJ.1. t:iJDa FeeJ.ance CO.JlDDl8rc.:i :l?ubl.i.c
! year. than 2 al.
i years
,
.E....y to
I phy.. i.cal.l.ybring in
: i.n.. trument.. /
I equipmentI ~or
DD.18j.C:Lana
IStrongly
12 l.0 2 3 9 12I di.....gree
17.9% 15.2% J.8.2% 17.6% J.4.B% 15.2%
: Di..aa.qr•• 3 14 15 2 3 14 J.7
25.0% 20.9% 22.7% J.B.2% 17.6% 23.0% 2J..5%
Uncertain 9 31 32 6 J.O 29 40
75.0% 46.3% 4B.5% 54.5% 5B.B% 47.5% 50.6%
'Agree 10 9 1 1 9 10
i J.4.9% J.3.6% 9.1% 5.9% 14.8% 12.7%
I 15 72 73 12 19 66 B7
I 100.0% 100.,0%: 100.0% 100.0% J.OO.O% J.OO.O% 100.0%;
Mean 2.75 2.58 2.6J. 2.55 2.53 2.62 2.6J.
i Mode 3.00 3.00 3.00 3.00 3.00 3.00 3.00
! Median 3.00 3.00 3.00 3.00 3.00 3.00 3.00
: Standard
Dev:i.ation .45 .96 .9J. .93 .B7 .92 .90
I Standard
I Error of
I Mean .J.3 .12 .1;1. .28 .21 .12 .10
TABLE42B
Question 1.39: Ideal radio studios will make it easy to bring in equipment I instruments for musicians.
I
Length of Em;pl.oyed: Type o~ sta.tion Total.
Empl.oyment
I Up to 2 Longer FuJ.1. tima F ••l.ance Cozar:D.tlilrci Publ.i.c
I years than 2 a.l.y_a..ra
I
;:=>EAL: Ea..y to
I bring in
i equipmant/
i instruments
I for
I z::ta.UI:ic:Lan.
i S-:rongJ.y
3. J. 1! di..agr.. 3.
I 6.7% J..4% J..5% J..1%
I 1 J. J. 1jP:i.s&9%'- 6.7% 1.4% 1.5% J..1%
I 3 5 5 3 3 5 8, l::l.certa.i.n
20.0% 6.9% 6.8% 25.0% J.5.8% 7.6% 9.2%
: 3 31 33 1 7 27 34hqree
20.0% 43.1% 45.2% 8.3% 36.8% 40.9% 39.1%
S-:rongl.y a.gree 7 36 33 8 9 32 43
46.7% 50.0% 45.2% 66.7% 47.4% 48.5% 49.4%
15 72, 73 12 19 66 87
J.OO.O% J.OO.O'% J.OO.O% J.OO.O% 100.0% 100.0% J.OO.O%
_an
3.93 ~.43 4.32 4.42 4.32 4.33 4.34
Mode 5.00 5.00 4.00 5.00 5.00 5.00 5.00
Madi.an 4.00 4.50 4.00 5.00 4.00 4.00 4.00
Standard
Deviat:i..~n 1.28 .62 .7B .90 .75 .81 .79
standard
Error of
:Mean .33 .07 .09 .26 .J.7 .3.0 .OB
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TABLE 43
Question 15.4: I find it difficult to sign in quests I artists during working hours (07:30-16:00).
.11 \ .10 \
.24 I .11 I .10 I .34 1_·_2S-l-_ -...L_ -JMean
Length of Employed: Type of station Total
Employment
Up to 2 Longer Fulltime Feelance COIlllllerci Public
years than 2 al
years
Difficul t to
sin in
guests/
artists
during
working
hours (07:30
- 16:00)
strongly
disagree 2 8 9 1 3 7 10
13.3% 11.3% 12.5% 8.3% 16.7% 10.6% 11.6%
Disagree 10 47 47 8 12 43 57
66.7% 66.2% 65.3% 66.7% 66.7% 65.2% 66.3%
Uncertain 2 8 10 10 10
i 13.3% 11.3% 13.9% 15.2% 11.6%i !
!Agree 5 3 I 2 2 3 5
I 7.0% 4.2% 16.7% 11.1% 4.5% 5.8%
'strongly agree 1 3 3 1 1 3 4
6.7% 4.2%', 4.2% 8.3% 5.6% 4.5% 4.7%
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 2.20 2.27 2.22 2.50 2.22 2.27 2.26
Mode 2.00 2.00 2.00 I 2.00 2.00 2.00 2.00
I Median 2.00
2.00 2.00 2.00 2.00 2.00 2.00
standard
I Deviation .94 .91 .SS 1.17 1.06 .89 .91standard
I Error of
TABLE44A
Question 15.5: I find it difficult to sign in my quests I artists after 16:00 and at weekends
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Length of Emp1oyed: TY,pe of sta.tion TotaJ.
Emp10yment
Up to 2 Long...r Fu11ti..me F_1ance Commerci Pul:>1i.c
I years than 2 aJ.years -,
Di.ffi.cuJ. t to
si.gn :i.n
gu.... ts/
artists
;aft...r 16:00
,Di..,agree 1 12 11 2 2 11 13
! 6.7% 17.1% 1.5.5% 16.7% 11.8% 16.7% 1.5.3%
JUncertun 3 4 7 7 7
, 20.0% 5.7% 9.9% 10.6% 8.2%;I:::"y 5 31. 30 5 9 26 3633.3% 44.3% 42.3% 41.7% 52.9% 39.4% 42.4%agr_ 6 23 23 5 6 22 2940.0% 32.9% 32.4% 41.7% 35.3% 33.3% 34.1%
I 15 72 73 12 1.9 66 87
I 100.0% 1.00.0% 1.00.0% 1.00.0% 1.00.0% 100.0% 1.00.0%
I
Mean 4.07 3.93 " 3.92 4.08 4.12 3.89 3.95
Mode 5.00 4.00 4.00 4.00 4.00 4.00 4.00
Med:i.an 4.00 4.:'00 4.00 4.00 4.00 4.00 4.00
standard
Devi.ation .96 1.04 1.02 1.08 .93 1.05 1.02
sta.n.da%d
Error of
Mean .25 .12 .12 .31 .22 .13 .1.1
TABLE44B
Question 1.38: Ideal radio studios will make it easy for me to sign guests I artists after hours.
I
Length of Emp1oyed: Type of stati.on TotaJ.
Emp10yment
I
up to 2 Long...r Fu11t:i.ma F_1anc... Co:mmerci Pul:>1i.c
years than 2 .u.
y ...ars
:JDEAL: Make i.t
I ea..,y to .,:i.gnI
I i.n
I gu...sts/,
art:i..staII ;after hou.s
, strong1.yI d:i..agree 1 1 1 1
1.4% 1.4% 1.5% 1.2%
!Di.sa.gr_ 2 2 2 2
I . 2.8% 2.8% 3.1.% 2.3%IUncertai.n 3 2 5 5 5
21..4% 2.8% 6.9% 7.7% 5.8%IAgree 3 24 25 2 7 20 27
I 21.4% 33.3% 34.7% 16.7% 36.8% 30.8% 31.4%
: strongJ.y agr_ 8 43 39 10 12 37 51.
! 57.1% 59.7% 54.2% 83.3" 63.2% 56.9'* 59.3%
i 15 72 73 12i 1.9 66 87100.0% 100.0% 100.0% 100.0% 100.0" 100.0% 100.0%
i Mean 4.36 4.47 4.38 4.83 4.63 4.38 4.45I
I Mode 5.00 5.00 5.00 5.00 5.00 5.00 5.00
I Madi.an 5.00 5.00 5.00 5.00 5.00 5.00 5.00standardI Devi.ation .84 .80 .85 .39 .50 .88 .81
I standard
i Error of
I Mean .23 .09 .10 .1.1 .11 .11. .09
TABLE 45
Question 1.40: Employees of ideal radio studios will have the clients best interest at heart.
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Length of Employed: Type of station Total
EIIployment
Up to 2 Longer FulltUne Feelance Commerci Public
years than 2 al
years
IDEAL:
Employees
will have
clients I
best I
interest at
heart
Uncertain 2 3 5 5 5
13.3% 4.2% 6.8% 7.6% 5.7%
Agree 4 24 24 4 8 19 28
26.7% 33.3% 32.9% 33.3% 42.1% 28.8% 32.2%
Strongly agree 9 45 44 8 11 42 54
60.0% 62.5% 60.3% 66.7% 57.9% 63.6% 62.1%
;
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 4.47 4.5e 4.53 4.67 4.58 4.56 4.56
Mode 5.00 5.00 5.00 5.00 5.00 5.00 5.00
Median 5.00 5.00 5.00 5.00 5.00 5.00 5.00
standard
Deviation .74 .58 .63 .49 .51 .64 .60
standard
Error of
Mean .19 .07 .07 .14 .12 .08 .06
TABLE 46
Question 1.41: Ideal radio studios will understand the specific needs oftheir clients.
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I Length of Employed: Type of station Total
! Employment
Up to 2 Longer Full time Feelance Commerci Public
years than 2 al
years
mEAL: Will
understand
specific
needs of
clients
Uncertain 2 2 2 2
3.4% 3.4% 3.8% 2.9%
~ee 4 26 25 5 a 21 30
33.3% 44.8% 43.1% 50.0% 50.0% 40.4% 42.9%
strongly agree 8 30 31 5 a 29 38
66.7% 51.7% 53.4% 50.0% 50.0% 55.8% 54.3%
15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 4.67 4.48 4.50 4.50 4.50 4.52 4.51
Mode 5.00 5.00 5.00 4.00 4.00 5.00 5.00
Median 5.00 5.00 5.00 4.50 4.50 5.00 5.00
standard
Deviation .49 .57.; .57 .53 .52 .58 .56
standard ,
Error of
Mean .14 .07 .07 .17 .13 .08 .07
TABLE 47
Question 12: How often do you deal with the marketing section of Radiopark studios?
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[ Length of Employed: Type of station Total
I
I Employment
I Up to 2 Longer Fulltime Feelance Commerci PublicI
1
years than 2 al
, yearsI
!How often do
i you deal
I with
i marketingI
I
I section?
!Frequently 1 2 3 3 3
I 6.7% 2.8% 4.1% 4.5% 3.4%I
:Infrequently 2 18 18 1 2 18 20
!Never
13.3% 25.0% 24.7% 8.3% 10.5% 27.3% 23.0%
9 34 36 7 12 30 43
60.0% 47.2% 49.3% 58.3% 63.2% 45.5% 49.4%
5 1 1
1.4% 1.1%
6 3 17 16 4 5 15 20
20.0% 23.6% 21.9% 33.3% 26.3% 22.7% 23.0%
i
I
i 15 72 73 12 19 66 87
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
~ 3.83 3.82', 3.65 5.20 4.86I Mean 3.58 3.82
i • 6.00 6.00I Mode 6.00 2.00 2.00 2.00 2.00
I Median 4.00 2'.00 2.00 6.00 6.00 2.00 2.00standardI
i Deviation 2.40 2.06 2.10 1. 79 1.95 2.09 2.08I
I Istandard
I Error of
I Mean .98 .33 .34 .80 .74 .35 .31
TABLE48A
Question 13:
Question 13.1:
How do you feel about the marketing section at Radiopark Studios?
The marketing staff are always friendly to me.
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I Length of Emp~oy..d: Type of stat.i.on ':t'otuEmp~oyment
IUp to 2 Longcor 1~~~IFee~ancel~mmerc~1PuJ:>~icI years than 2ye&ra
, I
I I I
I
IlJ..a:k..ting Isecti.on: I
they are ,
aJ.ways
I
==iencU.y I:::>.i.sagree 2 2 2 2
~0.5% ~O.5% ~0.5% 9.5%
Uncerta.:Ln 2 2 2 2
~0.5% ~O.5% ~0.5% 9.5%
;,.,,-=- 2 J.4 ~4 ~ 2 J.4 ~6
J.OO.O% 73.7% 73.7% ~OO.O% J.OO.O% 73.7% 76.2%
Is""=ong~y ag:=ee ~ ~ I J. ~5.3% 5.3% 5.3% 4.8%
I
3 20 2~ J. 2 2J. 23
~OO.O% J.OO.O% ~OO.O% ~OO.O.. ~OO.O% i J.OO.O% ~OO.O"M&an 4.00 3.74 3.74 4.00 4.00 3.74 3.76
Mod.. 4.00 4.00 4.00 4.00 4.00 4.00 4.00
Me~an , 4.00 4.00 4.00 4.00 I 4.00 4.00 4.00Standard ID..v:i.at~on .00 .73 .73 .00 .73 .70
Standard
; E:ror of
, Mean .00 .J.7 .~7 .00 .J.7 .~5
TABLE48B
Question 1.27: The marketing staff will always be friendly to clients.
Emp1.oyed: 'l'yp" of station Total.r...ngth of
Emp1.oyment
Longer Fu1.1. t:ime Fee1.anc.. commoarci Pub1i.cUp to 2
al.years than 2
years
mEAL:
Marketi.ng
staff
friend1y to
c1ictnta 3 3 3 3Di.sagree 1.5.0% 1.4.3% 1.4.3% 1.3.0%
2 2 2 2
uncerta:i.n 1.0.0% 9.5% 9.5% 8.7%
1.1. 1.2 1. 2 1.1. 1.3Agree 2 1.00.0% 1.00.0% 52.4% 56.5%66.7% 55.0% 57.1.% 5 5
1. 4 4 21..7%strongl.y agree 23.8%33.3% 20.0% 1.9.0%
20 21. 1. 2 21. 233 ~OO.O% 1.00.0%1.00.0% 1.00.0% 1.00.0% ~OO.O% 1.00.0%4.00 4.00 3.86 3.874.33 3.80 3.81.Mean 4.00 4.00 4.00 4.00 4.00 4.00Mode 4.00 4.00 4.004.00 4.00 4.00 4.00Madi.an 4.00
standard
.95 .93 . .00 .96 .92Dev:i.ation .58
standard
Error of
.20 .00 .21. .1.9
Mean .33 .21.
i
TABLE49A
Question 13.2: They are not always helpful in solving my problems
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Length of ED:Ip1oy..d: Type of station TotaJ.
Emp10yment
Up to 2 Long.r FuJ.1ti.JDe F_1anc.. Commarci PUb1ic
years than 2 a.l.
y.ara
''rhey ar.. a.J.waya
h&1pfu1 in
so1vin.q =:E
prol:>1ems
Strong1y
di.....gree 1. 1. 1 1.
5.6'lo 5.6'lo 5.6'lo 5.0%
Di.sagree 1. 1.0 9 1. 2 9 1.1.
50.0% 55.6'lo 50.0% 1.00.0% 1.00.0'lo 50.0'lo 55.0%
Uncertain 1. 1. 2 2 2
50.0% 5.6% 1.1..1.'lo 1.1..1'lo 10.0%
Agr- 6 6 6 6
33.3% 33.3% 33.3% 30.0%
3 20 21. 1 2 21 23
100.0% 1.00.0% 1.00.0% 100.0% 100.0'lo 100.0% 1.00.0'lo
Mollan 2.50 2.67 2.72 2.00 2.00 2.72 2.65
Mode 2.00 2.00 2.00 2.00 2.00 2.00 2.00
Median 2.50 2.00 2.00 2.00 2.00 2.00 2.00
Standard
Deviation .71 1.03 1.02 . .00 1.02 .99
Standard
Error of
Mean .50 .24 .24 . .00 .24 .22
TABLE49B
Question 1.28: The marketing staff will always be helpful in solving clients' problems.
Length of Employed: Type of station Tota1
Employment
Up to 2 Longer Fulltiltle Feelance Commerci
Public
years than 2 al
years
mEAL:
Marketing
staff
helpful
1 1 1 1Disagree 5.0% 4.8% 4.8% 4.3%
3 4 4 4Uncertain 1 19.0% 17.4%33.3% 15.0% 19.0%
12 12 1 2 11 131Agree 60-.0% 57.1% 100.0% 100.0% 52.4% 56.5%33.3% 5 51 4 4strongly agree 20.0% 19.0% 23.8% 21.7%33.3%
20 21 1 2 21 233
100.0% 100.0% 100.0% 100.0% 100.0% 100.0%100.0%
4.00 4.00 3.95 3.964.00 3.95 3.90Mean 4.00 4.00 4.00 4.00 4.00 4.00Mode 3.00 4.00 4.004.00 4.00 4.00 4.00Median 4.00
standard
.76 .77 .00 .80 .77Deviation 1.00 .
standard
Error of
.17 .00 .18 .16Mean .58 .17
TABLE50A
Question 13.3: They attend promptly to my queries.
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Length of Employed: Type of station Total
Employment
Up to 2 Longer Fu12time Feelance Commexci Public
years than 2 al
years
Attend promptly
to '111¥
queries
Disagree 1. 3 4 4 4
50.0% 1.5.8% 21..1% 21.1% 1.9.0%
Uncertain 1. 6 7 7 7
50.0% 31..6% 36.8% 36.8% 33.3%
Agree 1.0 8 1 2 8 10
52.6% 42.1% 100.0% 100.0% 42.1.% 47.6%
3 20 21 1 2 21 23
100.0% 100.0% 100.0% 100.0% 1.00.0% 100.0% 100.0%
Mean 2.50 3.37 3.21 4.00 4.00 3.21 3.29
Mode 2.00 4.00 4.00 4.00 4.00 4.00 4.00
Median 2.50 4.00 3.00 4.00 4.00 3.00 3.00
standard
Deviation .71 .76 , .79 . .00 .79 .78
standard
.
Error of
Mean .50 .1.7 .19 . .00 .19 .17
TABLESOB
Question 1.29: The marketing staff will give prompt attention to clients' queries.
Length of Xmp~oyed: Type of ata.ti.on Total.
Xmp~oyn>ant
Up to 2 Longcor Ful.~ti.m8 FeaJ.ance COJ:'l:llm8rci Pub~i.c
year. than 2 al.
year.
I=EAL:
Mark.ti.ng
ataff gi.v.
prompt
attenti.on to
cJ.i.enta'
quer:i..a
2 2 2 2\D:i... a.gr_
:1.0.0% 9.5% 9.5% 8.7%IUnearta..:i.n 2 2 2 2
:1.0.0% 9.5% 9.5% 9.7%
2 8 9 :1. :1. 9 1.0IAgr- 66.7% 40.0% 42.9% :1.00.0% 50.0% 42.9% 43.5%\S~_'Ydiaagr_ 1. 9 8 :1. 8 9
33.3% 40.0% 38.1.% 50.0% 38.:1.% 39.:1.%
I 3 20 21. :1. 2 21. 231.00.0% 1.00.0% , 1.00.0% :1.00.0% 1.00.0% :1.00.0% :1.00.0% !
i Mean 4.33 4.:1.0 4.:1.0 4.00 4.50 4.1.0 4.:1.3I Mode 4.00 4.00 4.00 4.00 4.00 4.00 4.00: ~an 4.00 4.00 4.00 4.00 4.50 4.00 4.00
i
I
I StandiLrd
.94 .71. .94 .92 iDev:i.a.t:i.on .58 .97 . I
sta.ndiLrd
IError ofMean .33 .22 .21. . .50 .2:1. .1.9
TABLE51A
Question 13.4: They do not have adequate knowledge of the facilities of Radiopark Studios.
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Emp~oyed.: Typ8 of sta.t:ion Total.Lcingth of
Emp~oyment
to 2 Longer 1l"u.1.~tu- _~ance CODlmllilrci Pub~i.cUp
than 2 a1year.
years
Do not have
adequate
know~ed.ge of
the
fac:i~i.tie..
of R.adi.opaxk
Studios
Strong~y
1. 1. 1. 1.disagree
5.6% 5.6% 5.6% 5.0%
5 5 1. 4 5Di.sagr_
27.8% 27.8% 50.0% 22.2% 25.0%
4 3 1. 1. 3 4Uncertain
22.2% 1.6.7% 1.00.0% 50.0% 1.6.7% 20.0%
5 6 7 7Agr- 2
35.0%27.8% 33.3% 38.9%1.00.0%
3 3Strong~y agr_ 3 3
15.0%16.7% 16.7% 16.7%
20· 21 1. 2 21 233
1.00.0% 1.00.0% 1.00.0% 100.0% 100.0% 1.00.0% 100.0%
3.22 3.28 3.00 2.50 3.39 3.30~an 4.00
4.002.00 4.00 3.00 2.00 4.00Mode 4.00
2.50 4.00 3.50MIodian 4.00 3.00 3.50 3.00
Sta.ndard
1.22 1.23 .71 1..20 1.1.7Devia.tion .00
Standard
Error of
.50 .28 .26Mean .00 .29 .29
I
TABLE 51B
Question 1.31: The marketing staff will have an excellent knowledge of studio equipment
L8ngth of EDlp1.oyed.: Type of sta.t.i.on Total.Emp~oymant
Up to 2 Longer 1l"u.1.~t:imoo Fe..~ance Commerc.i. Pub1.i.cyears than 2 al.
year.
:IDEAL:
MoLrk.t.i.ng
staff have
exc_~~ent
know~edge of
studio
equ.i.pment
IStrong1.ydisagree 1 1 1 1.5.0% 4.8% 4.8% 4.3%D.i.sa.gr_ 1 4 5 5 533.3% 20.0% 23.8% 23.8% 21..7%Uncerta.i.n 2 2 4 4 466.7% 10.0% 19.0% 1.9.0% 17.4%Agor- 8 7 1. 2 6 840.0% 33.3% 100.0% 1.00.0% 28.6% 34.8%strong~y agr_ 5 4 5 525.0% 1.9.0% 23.8% 21..7%
3 20 i 2J. 1 2 21 23100.0% 100; 0'% 100."% 1.00.0% 100.0% 1.00.0% 1.00.0%Moaan 2.67 3.60 3.38 4.00 4.00 3.43 3.48Mode 3.00 4.00 4.00 4.00 4.00 4.00 4.00~an 3.00 4.00 4.00 4.00 4.00 4.00 4.00Standard
D_.n.at.i.on .58 1..23 1..20 .
.00 1.25 1.20Standard
Error of
Moaan .33 .28
.26 .
.00
.27
.25
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TABLE 52A
Question 13.5: They do not treat my quests I artists with respect.
Length o:f· E1IIp~oyed: ~ of station Tot~
E1IIp~oyment
Up to 2 Longer Ful.~t:ima l!....1a.nc. Commarci. Pub~ic
years than 2 ~
yeoars
They do not
treat my
guestsl
artist.. with
reapect
strong~y
2 1 1 3 4disagr_ 4
21.1% 10.5% 100.0% 50.0% 15.8% 19.0%
1 S 9 ·1 8 9Disagree
50.0% 42.1% 47.4% 50.0% 42.1% 42.9%
uncertain 1 S 6 6 6
50.0% 26.3% 31.6% 31.6% 28.6%
2 2 2 2Agree
10.5% 10.5% 10.5% 9.5%
3 20 21 1 2 21 23
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
2.50 2.26 2.42 1.00 1.50 2.37 2.29
_an.
2.00 1.00 1.00 2.00 2.00Mode 2.00 2.00
Median 2.50 2.00 2.00 1.00 1.50 2.00 2.00
Standard
.71 .90 .90Deviati.on .71 .93 .84 .
standard
Error of
.50 .21 .20Mean .50 .21 .19
ts I rtl ts ithtaft ·11 tTh m k tl
TABLE 52B
Q est" n 130·U 10 e ar e mg s WI rea my gues a IS WI respect.
j Length of EIllployed: Tltpe of station TotalEmployment
I Up to 2 Longer Fulltime Feelance Commerci PublicI years than 2 al
i years
!mEAL:
MaIlceting
sta£f treat
guests/
artists with
respect
Uncertain 1 3 4 4 433.3% 15.0% 19.0% 19.0% 17.4%
Agree 1 9 9 1 1 9 933.3% 40.0% 39.1% 100.0% 50.0% 39.1% 39.1%Strongly agree 1 9 9 1 9 1033.3% 45.0% 42.9% 50.0% 42.9% 43.5%
3 20 21 1 2 21 23~OO.Oil 100.Oil 100.0% 100.0% 100.0% 100.0% 100.0%
Mean 4.00 4.30 4.24 4.00 4.50 4.24 I 4.26Mode 3.00 5.00 5.00 4.00 4.00 5.00 5.00Median 4.00 4.00 4.0c) 4.00 4.50 4.00 I 4.00standardDev:iation 1..00 .73
.77 . .71
.77 .75Standard
Er:or of
Mean .58 .16 .17 I . .50 .17 .16
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TABLE 53
Question.17:
Question 18:
Question 19:
Are you employed by the station full-time, or do you work freelance?
How long have you been working in radio?
What is your job title?
:E%llployed.: I~e= s~tien
I
IUP ~o 2I yea:lS l.onge:tilar. 2
yea:s
i I :
!Fu:.l.-;::.me IFeelance ICcmme:ci
I I leU
! . I
5
6
7.1-t
5.9~
a
9.4~
l
:'.2~
"'.7~
2
2.4~
1
L2~
1
1.2~
1
1.2%
1
• 2~
33
36.8~
I
I
22 I
3·(,,4% I
5
\7.8i:
I4
6.3~ [
I
e I
:'2.5~ I
I
3 I!
,.n I
1 I:.. 6~
I
1 I1.6~1
1. 6~
1
5 3~
1
5.3~
:.
5.3~
1
5.3~
lO.5~
1
:.
1.4~
1
1.4%
6
8.5%
i.O~
:'.4%
"5. 6~
2
2.B~
21
2S.6~
s
8
:':'.3%
1
1.4~
1
L4~
1
• 4%
"5.7~
30
~2.9i:
5
7.H:
B
1:'.4i:
1
1.4~
"s.n
2
2.9~
6.n
1
2
13.3%
3
20.0%
I
_.
_.
. ....
,. ., I 1 1 l. 1,-- I II 1.4~ I
:'.4% 5.3~ 1.2%
:13
I I
1 1 1 1
j :'.4~ I :'.4~ 1. 6~
1
1.2%
:~, 1 I 1 I 2 I 2 2, I, I E.7~ I :'.4~ 2.B~ I 3.H: J 2.4-l, I I \I I I I I;.:.=; I :. 2 3 3 3 i
I I 6.7~ 2.9% '.2~ I
I ,.n I 3.5i: II I I!~e 1 1 l. 1 I
I
I
II :'.4~ :'.4~ I L6~
I
1.2~I I I!:'9 ... I 1 1 1
I 6.n. :'.4~
\
L6~ L2~ iI
. i
:20 1 ... l 1 II 1.4% 1.4% 1.6% 1.2~ II:~ :. 1 2 2 2
!22
6.7~ :'.4-% 2.8% 3.1~ 2.4~
:. 1 1 1
I 6.n 1.4% 1. 6% 1.2~
1
24 1
-
1 1 1 I6.7' 1.4% 1.6% :.2~
,25 1 1 I 1 1 II
~7
,
18
I
I
i9
!~O
!
;:'1.
i
i
I
!
I
I I
.Pre~mllllle
i Manage: I
iS~tion Manage:- I
IO~e:- I
I
I
,
I
lP:rec.uctien
I Assi.sUUJ,o;
I
:.:Job ':i.tie
iA=cunce=/D:J
!
1M'~si.c Proc.uce:-
(ecnt.:i.nuedl
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~o~ -.p1~: ~ ~ .b.t::i.oa. To~
1IIIpl~~ .
1JII 1:0 2 LoDglIz 1'Ql1u.a~~C-rai Public
v-az. tbaa 2 al
~.
-
1.U 1.n 1.6t 1.2t
26 1 1 1 1
6." 1.U 1.6t 1.2t
27 1 1 1 1I." 1.4' 1. lit 1.2t
28 1 1 1 1
1.n 1.n 5.3t 1.2t
29 2 2 2 2
2.M 2.8t 3.1t 2.4t
30 1 1 1 1
5." 1.n 1.6t 1.2t
31 1 1 1
1.n 8.3' 1.2'
1IQ19 15 72 73 12 19 66 87
100.Ot 100.Ot 100.Ot 100.0' 100.Ot 100.Ot 100.Ot
NMIl 14.33 6.10 l 8.30 3.50 4.53 8.05 7.55
'" MocIa 1.00 1.P.R, .~ 1.00 1.00 1.00 1.00 1.00
MMliazl 15.00 2.5q·~ 4.00 1.00 1.00 4.00 3.00
a~
De'v:i.aticm 10.66 7.94 9.00 8.66 6.66 9.12 8.99
at:aDdazc! .
• zzoJ:' o~ , ,
MiMIl 2.75 .95 '1.07 2.50 1.53 1.14 .97
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APPENDIX A
RADIOPARK AT:LJ:ES / RADIOPARK STUDIOS
HUlSHOUDELlKE KORRESPONDENSJE
INTERNAL CORRESPONDENCE
Ons Verw.: RESEARCH
Our Ref.:
U Verw.:
Your Ref.:
Datum: 06105196
Date: _
Aan: MANAGERS: RADIOPARK STUDIOS
To:
Onderwerp: INTERNAL CLIENT SURVEY
Subject:
Radiopark Studios would like to give a special opportunity to our clients to tell
us what we are doing well - and what we need to do better. The Tecnnikon
Witwatersrand is doing a survey for us among users of Radiopark Stucios'
facilities. David Dladla will be co-ordinating the survey.
The questionnaire will be sent to our clients asking them to rate our services
as they perceive it. It is important that all employees of Radiopark Studios
are informed about this exercise, particularly those interacting with clients on
a daily basis. Employees must be reassured that the purpose of the study is
to find out what our clients needs are and to guide us towards providing even
better service.
The success of the study is dependent on our ability as Radiopark Stucics to
encourage clients to participate in the survey. In order to obtain true and
accurate information, it is important that staff do not discuss the questionnaire
with clients.
Your co-operation is appreciated. The survey should benefit both our :lients
and us at Radiopark Studios.
T~NS
GENERAL MANAGER: RADIOPARK STUDIOS
----- --
APPENDIX B
-
•,-.--uf:.)·iiiiiiii.
13 May 1996
DEAR CLIENT
We at Radice ark Studios are always trying to improve the
services 'Ne of'er to our clients. The Technikon Witwatersrand
is doing a sur.ey for us among users of Radiocark Studio's
facitities. Sir-:e you are an important client of Radiocarx
Studios, your ccinion of our service will be of great value to us.
This study will cenefit you as our client in that Radicpark Studios
will know ex: :tly what your needs are and can, wnere
necessary, ir.::-ove our service accordinqiy. This means that
you should receive a better service in the studios enabiing you
to do your job :-etter.
in about a week's time. you will be recerving a simple
questionnaire which gives you an opportunity to tell them what
we are coing .veil - and wnat we need to do better. This
questionnaire .'Jill only take a few moments of your time to fill
cut. Your re!U~ed auestionnaire will be anonymous, please feel
free to give ycur frank ana honest opmion. Since your own
views are imccrtant, please do not discuss the cuestionnaire
with your cclleapues.
If you have an, queries, please call David Dladla tel. no.
714-5115, whc s co-ordinating the survey at Racicparx Studies.
We look forwa-d to receiving your reply scan. Thank you for
your willingness to participate in the survey.
Your sincerelv
A=-:D.EVANS
GENERAL MANAGER: RADIOPARK STUDIOS
Dear Radiopark Studios Client
" N IC. of-
~"IIC'·'lii'jil.':ll'~
.-\PPENDIX C
21 May 1996
As part of their ongoing effort to improve their service to clients, top
management at Radiopark Studios has requested us to assist them in
determining what their clients needs are with regard to a radio studio.
As one of their valued clients using the faciiities at Radiopark Studios, we are
pleased to have you participate in this survey. We would like to know how
you personally feel about the service that you receive from Radiopark Studios
and have included a simple questionnaire which gives you the opportunity to
tell us what they are doing well - and what they need to do better. The
questionnaire will only take a short while to fill out. Your returned
questionnaire will be treated as strictly confidential and as your answers will
be anonymous, please feel free to give your frank and honest opinion. Since
your own views are important, please do not discuss the questionnaire with
your colleagues.
Please complete the questionnaire straight away, place it in the enclosed
envelope and drop it in the sealed Technikon Witwatersrand Survey Box in
the Radiopark foyer at the reception desk as soon as possible.
The success of the survey depends on your participation and we look forward
to receiving your valued input. Remember, this information can only lead to
Radiopark Studios meeting your needs better in future.
We appreciate your cooperation and thank you in advance for your
participation.
Yours sincerely,
F W SCHLEICHER
DEAN: FACULTV OF BUSINESS MANAGEMENT
TECHNIKON WITWATERSRAND
::r.::c: -= :..
OOORNFONTEIN CAMPUS ::;; :; ..=5: D;,o·,,:o'1:;'" ~:;".; • ~ :-::•• :'0:::-': _.~. : ~2e 'Z:" ';OE-2Q" =~, .::J~.rJ':-:
aOF;: STREET CAMPUS ••• :::- s: Jon3t'1,.~s:::,"g :C':' • ::-0" Oc.c·'·:-·~ - 2::22 'n" 2~-:-:35 =:;A 3:!7'·e:::
"",\r,!<! AND ;::ARK CAMPUS :'.";";;"'::: COIt~s.o~ :::092 • 17::" ::00""""':' "'8 ~ -;"5·'''r:r = -.." .,,,,.,.
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I APPE:\1)LX E
-PA..~K
__ill S,::;uClios
RADIOPARK ATELJE=:S I RADIOPARK STUDIOS
HUISHOUDELlKE KORRESPONDENSIE
INTERNAL CORR;SPONDENC;
Ons Verw.: MEM036
Our Ref. :
U Verw.:
Your Ref.:
Datum: 03/06/96
Date: _
Aan:
To:
Onderwerp:
SUbject:
MANAGER OF RADIO METRO
TECHNIKON WITWATERSRAND SURVEY
Two weeks ago the Technikon Wiwatersrand sent you and your fellow workers a
questionnaire about the service Radiopark Studios offers you. The Technikon has
had many of the questionnaire back, but since I would like to take everyone's
opinion into account, I am concerned that some of our clients have not yet
responded.
I have asked the Technikon to send out another questionnaire, so that those who
have not yet responded will have the opportunity to do so. I appeal to you to
encourage your colleagues to complete the questionnaire, and to drop it into the
Technikon Witwatersrand Survey Box at reception in the Radiopark foyer as soon as
possible.
The management of Radiopark Studios regards this questionnaire as an important
instrument for getting the views of their valued clients. I would be very pleased if
everyone could participate, and I would like to reassure you once again that the
answers are treated as strictly confidential.
With kind regards
PT 0 EVANS
GENERAL MANAGER: RADIOPARK STUDIOS
if 3ZZZ
ID 1448
DD/ehlmemo36do::
03/05/96
APPE~DIX F
3 June 1995
Dear Radiopark Studios Client
Two weeks ago we sent you a questionnaire abou: the service at Raciocark
Studios. We have receivec a large number of questionnaires jut since we
would like to take everyone's opinion into account we are concerned that
some Radiopark clients have not yet responded'.
If you have already returned your questionnaire to us, please oiscard the
enclosed questionnaire. We would also like to tnank you oersonalty for
participating in the survey.
If you have not yet returned your questionnaire to us, please complete the
enclosed questionnaire, place it in the envelope and drop it into the
Technikon Witwatersrand Survey B.ox in the Radiccark foyer at the reception
desk as soon as possible. The questionnaire does not take long to complete
and I would once again like to reassure you that your answers will be treated
as confidential and since the survey is anonymous, your answers cannot be
traced back to you at all. Your participation in the survey can only lead to
Radiopark Studios improving their service to you.
We count on your contribution and thank you in advance for your
participation.
Yours sincerely,
F W SCHLEICHER
DEAN: FACULTV OF BUSINESS MANAGEMENT
TECHNIKON WITWATERSRAND
'r\ N I APPENDIX G
'" -r
.: ijJ 0=
::lILt I II 'P.,1 4 if i ir.( ""..JIIIIC
RADIOPARK STUDIOS
VALUES
YOUR INPUT
DROP YOUR QUESTIONNAIRE
INTO THE SURVEY BOX
TECHNlliON
WllTWATERSRA~D
SURVEY BOX
\\ " ,
" ,f'f.("iIl O-- %
, t
:=-..DlMiJlJiU11:I.1..-::::.
,.
. J~'AD)IO:P'AR:,f( S·~rUD'IO~SI
SIUR.VEY
11AVEj YOU ·RJE.TU-11.N·EDJ '
YOJUR QUE:S)T~OlNNAIR':E
,.fI(T?Jl. .~ _ f'
YOUR. QIP1illlOiN COIUNrrs.t
I AI'PENUIX II
\\ If , .f'
" 0~m. ;:::h~
==-..mmulljUr·I;B..-:.
RADIOPARK STUDIOS
SURVEY CLOSES
WEDNESDAY 19[06/96
I-IAVE YOU
CQMPLETED YOUR
aUESTIONNARE? .
